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Whereupon 
LYNN BE/ 

ed for exanunation^aving^been duly 
mined and testified 
EXAMIN 
BY MR. SH 
rning, Ms. Beasley, 



ic is David Shonka. 



ows: 


ura 


here in a case against Reynolds 
ompany concerning the Joe Camel campaign, 
s you know, to ask you questions. 

■ou’ve been deposed several times 


Q: 

A: iff 
Q: My 
Sullivan. 

Tobacc 
I’m 

I unders: 
previou: 

A: Yes. 

Q: - to today. 

About how many? 

A: Let’s see. I think it’s four times. 

Q: I assume you understand the drill, but I’ll 
just go over a few points with you before we get 
started. 

A: uh-huh. 

Q: You understand that this is an 
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administrative proceeding pending before the Federal__ 

Trade Commission and not a judicial proceeding. Do 
you understand that? 

A: Yes. 

Q: And I want you to understand that the oath 
you took this morning is the same oath that you 
would take, had you taken one in a court proceeding. 
There is no difference between this one and any 
other that you’ve taken in your other depositions. 

Do you understand that? 

A: Yes. 

Q: So what we need is - I will ask you 
questions today. I will ask you to answer clearly, 
completely, audibly, so the court reporter can take 
everything down. If you don’t understand a question 
that I ask, feel free to ask for a clarification. I 
will try to take another swing at it or see what we 
don’t understand and work it out. Do you understand 
that? 

A: Yes. 

Q: And if you need a break today, say so and 
I'll try to find a convenient breaking point 
afterwards, as soon as l can, and we'll see what we 
can do. 

Let me - for the record, will you please 
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state your full name, address, and date of birth. 

A: Sure. Do you want my middle name too? 

Q: Sure. 

A: It's Lynn Joanne Beasley. 

Q: And your address? 

A; It's 

[DELETED] 

Q: And date of birth? 

A: [DELETED] 

Q: Now, I am going to put into the record at 
this point several items that I’ll ask the court 
reporter to mark as exhibits, respectively 1,2, and 
3. And Exhibit 1 is a letter that I wrote to John 
Williams dated June 1, 1998, 

MR. WILLIAMS: I have Exhibit 2, if you'd 
like, which I hope is our response. 

MR. SHONKA: No, that is - actually, that 
is not Exhibit 2, yet. Do you have - 
MR. WILLIAMS: I have our response, 
whatever, as an exhibit - 

MR. SHONKA: In typed form? 

Oh, okay. 

MR. WILLIAMS: It's in typed form, yeah, 

MR. SHONKA: That’s not what I meant. What 
I have is the - is a fax copy. 
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[i! MR. WILLIAMS: Oh. I have the - 

[21 MR. SHONKA: If you don’t mind. I will have 

pi a typed copy - or a real copy marked as Exhibit 2 

[4j and give you one of our faxes. If that's - 

pi MR. WILLIAMS'. That's for you. You can keep 

:«] it. 

m MR. SHONKA: Oh, okay.Thank you. 

[6| MR. WILLIAMS: That's the June 1 Oth letter 
[*l wife sent %ith Ms.Beasley’s information. 

[<o| ^^^^ONKA: Well, for now, we're still on 

Ubit I. So if the court reporter will please 



e marked as 
oilier 

was marked 


Jeaslcy Deposition Exhibit No. 1 was marked 
ictH^ication.) 

iONKA: And then I ! 

. fax that I receives 
ated June 4th. 19| 

CBeasfeV Deposition Exh| 
tication.) 

i(0NKA: And then, ag 
ter that I received fromjc 
MR. WILLIAMS: I think it 
MfiSiWQNKA: From John 


was marked 




KA: 

you Exhibits 
k you if 



( 9 ! 



Ication.) 

BY M 

easley, I'm going to 
at the same time, 
n Exhibit 1 previ 
ess reviews doc 
I don't remember 
y. 

ight. For the rccorj 
to John Williams, 

|on regarding the depositions that we are 
this matter. 

would, look at Exhibit 2. Have you 
; ibit 2 previously? 


in you identify' it for us. 

A: Yes. It's just a typed sheet of the 
[isi positions I've held at RJ. Reynolds. 

[19) 

( 20 ) 

B'] 

(22) 



Q: And who prepared Exhibit 2? Do you know? 
A: I think it was me, 

Q: Okay. 

A: But - you know, at least I had help with 


(231 it. I mean, I didn’t type it myself. 


[2*| 


Q: Exhibit 2 is an accurate summary of the 


( 2 S[ various positions - or the major positions you’ve 
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held at Reynolds? 

(Witness reviews document.) 

A: It looks accurate, yes. 

Q: And then, if you would, look at Exhibit 3, 
please. 

(Witness reviews document.) 

Have you seen Exhibit 3 previously? 

A: Yes. 

Q: And can you tell us what it is, identify it 
for the record. 

A: Yes. It - it's a document that summarizes 
positions I’ve held at Reynolds, people I’ve worked 
for and personal information you requested. 

Q: And do you know who prepared this letter? 

A: John Villaftanco. 

Q: And did you review the letter before it was 
sent to me? 

A: Yes. 

Q: I’d like to just spend a couple of minutes 
looking over the tetter.The first numbered 
paragraph on page 1 of Exhibit 3 - 

A: Excuse me. Can I - can l interrupt for one 
second? 

Q: Sure. 

A: I had one addition to this letter, which I 


told John about this morning. 

THE WITNESS: Should we make that now or - 

MR. WILLIAMS: Yeah, go ahead. 

THE WITNESS: Okay. I was doing it from 
memory, and so I left a couple people out 
accidentally 

On page 4, in L, letter L. Page 4, letter 
L. 

MR. SHONKA: Yes. 

THE WITNESS: Where it says ''Supervisor Dave 
Iauco, Jim Schroer." 

MR. SHONKA: Yes. 

THE WITNESS: We also need to add Andy 
Schindler and Ove Sorenson. 

BY MR. SHONKA: 

Q: And do you have a spelling for - 

A: Ove Sorenson, I believe, is O-V-E, that's 
Ove, and then Sorenson, S-O-R-E-N-S-O-N. 

Q: All right.Who is Mr. Sorenson? 

A: He was head of marketing at one time. 

Q: And Mr. Schindler - back up. Mr. Sorenson 
was head of marketing at the time indicated on 
paragraph L in 1997? 

A: Well, each of these people had part of the 
time. You know, I reported to Dave for part of the 
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to time, Jim for pan of time, Ove for part of the 
pi time. And/for part of the time. 

Q: And all of them were head of marketing - 
A; No. 

Q: - at the times you say you reported to 


PI 
1*1 
(SI 

i«i them? 

Pi A: No. Andy was not head of marketing; he was 
[6] president an&CEO of the company, 

(si Q: l|^e oth^r three were head of marketing? 

[ 10 ] 

[ill marke 
(121 


{i3| additii 


1*1 A; I 
t(5) know. 
[iei Q: 
(in first pi 
(is] June 
[i9] Mr.W 
[zoi then, 



, Jim Schroer was head of 
sales. 

Do you have any other changes or 


ink so. If I do. I'll 1< 
ne that occurred 
If you’d take a loo; 
Number I, it says 
with Mr, Blynn, 
5 nd Mr.Villafranco. 
anyone else? 

A: No. I met with them this mi 
li&Qiormng.And - ail thre; 
is morning? 
with th^^vo thl 
* k > an^^Wiilia 



("l 

[121 


[ 16 ] 

im 


i»l 

P’l 




eenjune 2nd and 
ne regarding the 
had a phone call 

Q: Ab<&&Jj?dubit 3? 

A: Yes 

Q: 

t»i And h£ 

(io] and Mr. 1 
A; If 
Q: 

[is] Paragraj 
(uj preparat 
Its] transcrip 

A: IauEoT 

Q: Iauco.And the accompanying exhibits. 

[ib] Have you reviewed anything else since this 
[is] letter was prepared? 

A: No. 

Q: Exhibit 3 is your personal information, 

[ 22 ] which we do have in other depositions, and I won’t 
pi) burden you with this morning. 

[24) MR. WILLIAMS: I think you meant Number 3 of 

[25] Exhibit 3. 



did you spend witfe^si^l^lliams 
nski this morning? 
out 8:30 till now. 

says that you reviewed, in 
r the deposition, the deposition 
id Iauco? 
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[i) MR, SHONKA: Yes, I’m sorry. 

[2j BY MR. SHONKA: 

pi Q: Related employees. I have seen in various 
[ 4 ] papers the name Ron Beasley. Do you know him? 


A: Yes. 

Q: Who is he? 

A: He's my husband. 

Q: When - your maiden name is Breiningcr? 

A: Yes. 

Q: When did your name change from Breiningcr to 


[5] 

(6] 
m 
w 
(81 

[101 

(ii] Beasley? 

(121 A: It was in September of 1989. He left the 

[i3] company before we became relatives, 
iu] Q: So Mr. Beasley - Ron Beasley is no longer 
[is] with Reynolds? 

[16] A: No. 

[1 7 ] Q: Is he with any affiliated or other company? 
[i6] A: He's with a company now, yes - I mean - 
[i9i Q: Affiliated to Reynolds? 

I 20 | A: - affiliated to Reynolds? 

[ 2 i] Q: Yes. 

[221 A: No. 

[231 Q: Who is he with? 

(24) A: He’s with NATC. 

[ 2 sj Q: What is that? 
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Hi A: North Atlantic Trading Company. 

[21 Q: What is his position there? 

(3i A: He is senior vice president of sales. 

(4] Q: I believe, but I'm not certain, that I have 
(si seen other Beasleys in our document searches. Arc 
;ai there any other Beasleys working for Reynolds, that 
IT) you’re aware of? 

[8] A: I think there is another Beasley. I’m not 
Pi sure. 

[io] Q: S. Beasley? Any relative? 

[iil A: No, 

[i 21 Q: Any relation? 

[i3] A: No. 

[i4j Q: Okay. 

ms; And when did your husband leave Reynolds? 

(i6j A: I chink it was in about June of’89. 

(it] Roughly. I mean, I'm not sure of the exact month. 
ji8] Q: Was he in sales the entire time? 

[i»l A; Yes - no. No, he wasn't. Sorry, 
pci Q: That's okay. 

[ 2 ti A: He was in marketing for a short amount of 
(221 time too. 

[23] Q: Do you know approximately when that was? 

[24] A: I’m thinking he’s told me it was in the mid 

[25] '70s, but - 
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(i| Q: Before you started with the company? 

pi A: Yes. 

Pi Q: When your husband was with Refolds, did you 
w ever have occasion to work with him on any projects? 

Pi A: WeU, 1 wouldn't say I had occasion to work 
t6| with him, because he was in sales. And sales and 
[7| marketing work together, but I wouldn't say we were 
let assigned ^project together, no. 
pi Q: Doi|vou mifid if I ask how you met him? 

[ioi A: At ulll§iSl:e. 

ini Q: I’d SEe to ^pend a little time talking 
[i 2 | about m^^^- well, about policies at Reynolds, 

(is) generaIbltoday. And the first thing I'd like to 


LYNN BEASLEY 
VoL 1, June 15, 1998 


ti4] touch on 
ns) What 


rcting policies. 
Snolds' - well, first 


lie; let's fociis on the period up to 199 



[in the time^ 


: to the company| 


[ts] a relevant umeheriod for thinking i 
Its) Reynoids^rollgjpjf consistent marked] 
poi time as marketing cigarc 

pi| youth? 

P 2 ) MR. WILIAMS: To whom? 

P3! MR.SHOpfe^uth. 

p«! BY^ilsiSHOh 

ps] Q: Pei w:; under the attetp* 18 


ay, and from 

a , if that is 
Did 

y at that 


[i! A: Ycsfc| 

[Ji with the cor 
Pi under the a| 

[4] Q: That ^ 

[sj you started^ 
f6j A: '82. p 
[7] And, excusi^^^not only do we no t^Ijus f 
Pi want to expantLo n that answer. We si§iff*fiiarket to 
PI people uhdj|rth|r age of, and we on|gg|gjj|fet to 
[ioi smokers 18 ami older.That was the policy during 
[ii] that time p< £riQtp 5mokcrs 18 years and older. 

[iJ! Q: How ^gpthat policy manifested? 

(i3l A: I'm nq tissue what you mean. Like - 
(i4| Q: Was it,£*£gt.en any place? 

[is] A: Oh, y<|yy^gn. we were - when I first 
tie) started with the company, I was given an 
[in orientation. And we have an advertising code - we 
[is] went through that with our legal department - and 
[i»! the policies of the company were reviewed with us, 
poj the marketing policies. 

pi] Q: When you say you went through it with the 
pi] legal department, was there an orientation session 
pa] that did this? 

P4] A: Yes. 

psi Q: How long was that? 


jjglicy, from the time 

Shy, is that we do not rftacket to people 

true at all times that jjymfwi^fe - 
«?the company in 1S©2? \ 


Pago 18 

[ij A: I don’t really recall. It was at least a 

pi day, but it could have been longer. 

(a: Q: Did anyone explain to you why Reynolds has a 

[41 policy of not marketing to people under the age of 
(si 18? 

(6) A: Yes. 

Pi Q: And what was that reason? 

[a] A: There were several reasons. First of all, 

P! we, as a company, are not interested in - and are 
(io; not trying to impact the decision to start smoking 
(ii! or quit smoking,and so we only market to smokers. 

{i 2 j And our goal is to switch people who have chosen to 

[13] smoke to our brands. 

(14) And we also are only interested in adults, 

[is) legal age adults, who have a right in our country to 
[isj smoke. And we don’t - the company fundamentally 
[i7] believes that children shouldn't smoke.We agree 
[ib] with the country that the legal age of smoking at 18 
|i9| is appropriate. 

poj Q: Why is that? , 

pi] A: In my opinion, that’s because our country 
PH believes it's a decision that should be reserved for 
pa] adults. And I agree with chat; there are health 
P4s risks associated with the product and it's a 
psi decision that’s reserved for adults to make. 
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tn Q: Apart from the legal policy - well, you 
PI mentioned health risks. Is there any other reason? 

[3] MR. WILLIAMS: WeU, let’s be specific. Any 

(4) other reason for what? 

Pi MR. SHONKA: For the policy of not marketing 
(6| to people under 18. 

Pi THE WITNESS: WeU, again, it’s the law. We 
Pi believe it’s right; we don’t believe that children 
Pi should smoke. And it’s our company policy. 

[ioi BY MR. SHONKA: 

[iij Q: Do you know who set that policy? 

[i 2 | A: No. 

[is] Q: You mentioned an industry advertising code 

[hi earUer? 

[is] A: Yes, 

[i«] Q; Has Reynolds - excuse me, my mouth is not 
[i7] working. 

[ia] Has Reynolds always foUowed the industry 
(isj advertising code? 

t 2 oj A: You know - are you speaking since I joined 
pi] the company, 1982? 

[ 22 } Q: Let's break it out. 

[23] Since you’ve joined the company. 

P4j A: As far as I’m concerned, yes. I have not 

psi seen anything that would suggest we’re not following 
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ni the voluntary advertising code. 

( 2 j Q: Arc you aware of the industry - of Reynolds 
Pi not following the policy at some point before you 
Hi arrived? 

(sj A: No. No, I'm not aware that we didn't follow 
pi the policy. I'm just saying that I wasn't there 
m every day. I didn't know everything the company 
(sj did. I rjjean -^ow, certainly there have been cases 
roposing things that were in 
c policy, and then they were dealt 
r as our company following the 
e we have.The code, 
at fqfm docs the code take? 

'MS: You mean, is itNgitten’ 

: Yes, 

JWITNE'SS: Yes, it’s writter 
BY MR. SHIji 
seen it? I 



u well versed in it? 


it pn 


vides 


hich we market 


MR. S! 
MR. WJ 
MR 
Pi let's rtS] 

(10] focus on 

[11] Reynol 
(is] point it 

THE 


it are those guidci 
iMS: David, the coc 
khis a test as to wl 
No, this is not a| 

|MS: - what is toda| 
y£A: I'm really inter^ 
lear, unless I say ot 
'period from the time you : 
un^l - when did Reynolds raise • 
iged its policy? 
jSS: 1992. 

BY MR. SHONKA: 
'hat did it do at that time? 
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ich we market 


t'3| 

0*1 

(is; Q: 19f 

[iB] A: We' changed it to 21 and above adult smokers, 
(in From 18 to 21, 

(is] Q: And when in 1992 was that? 

os] A: I don’t remember the exact month. 

po] O; Well, let’s focus on the period from the 

pi] time you got to Reynolds until the policy changed in 

(221 1992, whenever that was. Unless I saw otherwise. 

(23! A: So just up uncil that point? 

p<] Q: Yes. 

ps) Okay. Now, the guidelines of the code, as 
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[ij it was applied in that time period, 
pj A: I'd have to go back and review the exact 
(3] code, now versus then, to see exactly what's 
(4j changed. I can give you my best recollection, 
is) Q: Sure. 

(sj A: But, clearly, the code specified that we 
Pi market our products to adults - adult smokers. And 
(8j that we only place advertising in publications that 
p] aren't directed primarily at those under the age of 
(io) 21 (that billboards are placed at least 500 feet 
in] from a school or a playground - a high school, 

[i 2 l junior high, elementary school or a playground. We 
[is] only use models over the age of 25 in our 
[i4] advertising. 

[is] 1 think one that's been added, I can't 

[isi remember exactly when, but we don't pay for 

[i7i placement in movies of our product or signage. 

[is] We — 

(isi Q: What is signage? 

( 20 ] A: I'm sorry. Like a trademark, a cigarette 
I 2 i) logo. 

p 2 ] Q: Oh, in movies? 

P3) A: Right. We do not pay for placement of that 
P4] in movies. 

p$i Q: I'm sorry, I interrupted you. 
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[i] A: Okay. 

(21 We do not use - we do not depict as a 
PI smoker an athlete or celebrity testimonial. We 
[41 don't depict them as a smoker and use the 
isi testimonial from an athlete or celebrity, 
isi We have other guidelines in terms of, in 
m general, how to approach the advertising:That it’s 
[e] fine to have attractive, healthy looking people, as 
Pi long as we don’t say that that good health is due to 
[io] smoking. 

cm We have a lot of sampling guidelines.We 

lizi only sample to adult smokers 21 years of age and 

[isi older, to someone who wants to receive the sample. 

(i4| Then there are a number of guidelines on how to 
[is] conduct sampling, where a sampling can be conducted, 

(is] how to conduct it, how to communicate the guidelines 
[i7) to suppliers, those sorts of things. 

[i«] Again, I can't tell you exactly when it’s 
[is] been added, but we have guidelines in terms of 
( 20 | premiums we do. We only produce in adult sizes. We 
pi] only send direct mail to people who are 21 years of 
[221 age, a smoker, and wish to receive the offer from 

[231 U5. 

(24) 1 have probably left some of them out, 

(25] but - 
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Hi Q: Those are the principal ones? 

pi A: Well, those are the ones [ recall right now. 

[3] But I think those ... 

Hi O: Okay. 

[SI You mentioned sampling only to 21. Do you 
[6i know, has that always been the policy? 

[7] A: As long as - I think as long as 1 can 
!8| remember, I remember it always being 21. 

;es ? MR. ^[ILLIAMS: David - you were asking 
e advertising code? 
iSHONKA: Yes. 

ILLIAMS: And now we’re into - 
ONKA; I thought we were still in the 



d the advertising code - 
ILLIAMS; Okay. 


1TNESS; Since 19 
the best of my n 

[is! been ~«gfc code is 21 for s^mj 
BY 

iy did Reynolds ch; 
I:'M? understanding is 
[ 22 ] received criticism that we 
[23j erds younger p 
[24i It luma 1 troys been adult s 
(25i to freatt: an agc-puTcr of 1 


"remember it 

jlleetiP 11 . * ts 






KA; 

policy in 1992? 
'elt like we had 
ecting our 
ich we were not. 
d so we decided 
So even though 


Pi 

[a! 

[31 

« 

[SI 

IS! 

m 

[61 

01 

( 10 ) 

I'll 

1'Z] 

)1'31 

(!<! 

t'S) 

(161 

t'Tl 

(19) 

( 19 ! 

( 20 | 

Pl| 

BZ1 

(23) 

[ 24 ] 
PS] 
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arc legal adul|smokJrs, 18,19and 20, 
create a buffer wlliPnPw^c only developed our 
g programs for those^jllyears an< ^ older, and 
dd create a bu/fer. 

AJ§ right. Afterjune, o^wh&jqever it was, 
f that the policy changehdkl Reynolds, in 
nge any of its advepisBlfy 

of course, from forward, 

development we jdidfwas among smokers 21 
and older. So tgPilfllllver degree that 
,d advertising, which I’m sure it did, it 
But. obviously, since you weren’t running 
! path with 18. 19 and 20 year olds, you 
exactly what that was. 
ay. Were any advertisements or promotions 
result of the change in policy? 

A; Again, we do ongoing continuous research 
(isi among adult smokers. So promotions we have, 

(is! advertising wc have, from that point forward, was 
( 20 ) researched among adult 21 year old smokers. So. you 
( 2 iI know, of course we were doing research. 

(221 Q; In terms of the advertising code, who is 
pal responsible in Reynolds for interpreting its 
t?4| application? 

psi A: I would say that we arc all responsible for 


Cl 

PI 

(31 

1*1 

IS] 

[61 

m 

[8) 

pi 

[10| 

im 

[121 

[ 13 ) 

( 14 ) 
(151 
1161 
I'd 

(151 

1191 

120 ! 

[ 21 ] 

(221 

(23] 

(24) 
[251 
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insuring that we comply with the code, everyone who 
works on any pan of marketing that the code appGes 
to. So it is the responsibility of every single 
employee. 

That would include marketing employees, it 
would include sales employees, it would include 
whoever touches it, that affects that code. 

Certainly it includes our external relations 
department, who reviews what we do; our legal 
department, who reviews what we do. We have an ad 
review panel. It certainly includes management. I 
mean, it is - it is a comprehensive responsibility 
of our organization. 

Q: Who has the final say? 

A: I guess the person who has the final say on 
everything, which would be our president and CEO. 

By virtue of his title, he gets the final say. 

Q: Does it sometimes happen that there are 
disputes between, say, legal and external relations 
and marketing about a particular ad, and a 
particular ad actually winds up on the president and 
CEO's desk as a run/don't run? 

A: Yes. It can - yes. 

Q: It does? 

A: Yes. 
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Q: Has it is happened? 

A: Yes. 

Q: Has it happened in relation to the Joe Camel 
campaign? 

A; I wasn't working on Camel the whole time, so 
I can't tell you for sure, because I wasn’t the 
brand manager on Camel the whole time. I don’t 
recall it happening while I was responsible for 
Camel. 

Q: All right. Let's go a little broader than 
that. Not just when you were responsible, at any 
time when you were aware of - 

A: I’m not aware of that, but it could have 
happened, because - when I didn’t have Camel. I to 

mean, I don't know. It could have and I would not co 
have known about it, ^ 

Q: Are you aware of it happening with any other ^ 
brand besides Camel? J* 

A; Well, certainly wc have ongoing discussions. 

I wouldn’t say that it's because wc have a big 
disagreement; it’s because we arc talking about the 
perspectives on both side. And the CEO is there and 
we reach a consensus on it. But. yes. 

Q: As between legal and marketing and external 
relations, does any particular department - is it 
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|t] fair to call these departments? 
pj A: Yes. 

Pi Q: Does any particular department have a veto? 
Pi A: Well, pretty much every department does. 

[S] You know, they get to say, "I don’t want this,” or 
[6j "I don't think this would - meets it." And then, 
m if we can't agree, then it just keeps moving up. 

(g| Q: Bsetemal relations, who heads that? 

Pi A: 'tommyjpayne. 

(ioi Q: Tolllif'Payne.At one time was that a 
ini Mt. Gi|Scom? j 

112) A: 

(131 Q 

[1*1 A: II 
[is] I doc 
[i«] Q: 

(i7) the c 
(ist say, yo 
(i9| last - 

poi A: fiffieii 

PH Q: He didn’t have external - 

[ 22 ] he took tojjer that position - 

[23] MR. VipSnSlIjS: I’m sorry, Dav ( 

[ 2*1 questiorvggj^j'ou aski 
[ 25 ] MRiKSt fajg^ ICA: Doc easle. 


ten <Jjd he stop? 

; to say it was ea 
aer the exact mo 
Pas he in charge of exte 
k>d of, say, '84, rou 
al at Reynolds in * 



ow when 


[i] Mr, G 
pi Reynold?? 
p, THE 

[4] years 

[5] MR. 

1*1 THE 
Pi years.lt 
[»l 

Pi Q: 

[to] A: I do? 

[ii] you km 

[i 2 ] pieces 
[i3l Q: I 

[u] A: I d 

(is] externa 
tie] I don’t 




ok charge of extel 





uons at 


NjgSS: Let me just thi 
there? This is a gue^i 
: Okay. 

SS: I'm going to g| 
be more, it could j 
BY MR. Sh 
ou know who pre 
recall exactly who.1 
reorganizations and it was in different 
e, and - 
at impression. 

ven know if it was just a head of 

s or they put some groups together, 
e member exactly. 


[in Q: Let’s - you mentioned advertising review 
[i*] boards or panels and things like that a few minutes 

[19] ago. Let's talk about how the marketing policy is 

( 20 ) implemented. 

( 2 i| What does Reynolds do to implement - or did 
[221 Reynolds do - again, let's focus on the period from 

[23] your arrival until 1992 when the policy changed. 

[24] Focusing on that period, what did Reynolds do to 

[25] implement the 21 - the no smoking - no marketing 
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[t] to people under 18 policy? 


P) 


MR. WILLIAMS: David, you started the 


p) question with the advertising review panel. 

[4] MR, SHONKA: Actually, I mentioned - 

is) MR. WILLIAMS: Did you want to go broader? 

[61 MR. SHONKA: I want to go broader. 

(7) MR. WILLIAMS: Couid you just rephrase. 

[■} MR. SHONKA: That was a transition.The 
pi witness had mentioned the advertising review panel 
lie) earlier, and I wanted to know - let’s consider that 
{til a headline,John. 

li 2 ) MR. WILLIAMS: Okay. Why don't you just 

[i3] give her the question, 

[,4] BY MR. SHONKA: 

(is] Q: Now the qucstion.The big question is: How 
(isi has Reynolds implemented its marketing policy in the 
[i7] period between, again, '82 and '92? 

[isi MR. WILLIAMS: Your focus is on youth 

(is) market, right? 

poi MR. SHONKA: Yes. 

tat) MR. WILLIAMS: '82 to 1992? 

[ 22 ] MR. SHONKA: Yes. 

[23] THE WITNESS: Oh, in many ways. I mean, 

[24] first of all, there’s the orientation that all of 

[25] 
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our employees have on our - on the policy. When we 


Pegs 31 

in actually do our development work, we, you know, 

[ 2 j develop advertising, develop promotions.We're 
[3) developing it among that age group, for that age 
[*] group, for adult smokers. So we don’t do any 
in research, any development work, among those under 
i (6) 18. So obviously you’re creating it, developing it 
Pi and getting feedback for adult smokers, and thac 
Pi ensures that that’s who you’re talking to. So our 
[9] research is - our development research was 
(io) restricted, and is restricted, to adult smokers, 
in] In the context of developing the work, we - 
(i 2 ) when - for example, when I worked on the Camel 
[isi campaign, when we would do focus groups - do I need 
(i4| to define that for you? 

j(is) MR. SHONKA: I think I know what a focus 
j)i6j group is, but - 

[in THE WITNESS: Okay. I just didn't know. 

[iaj MR. SHONKA: No, that's - 
[i 9 ) THE WITNESS: When we’d do focus groups and 
poi we would show advertising to the focus groups, we 
pi) would ask people in the room, "Is this for people 

( 22 ) your age, for people older than you, for people 

(23) younger than you," so that we could eliminate ads 
( 2*5 that people felt were for people younger than them. 

PS] BY MR. SHONKA: 
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Q: Let me - are you finished with that answer? 

A: No. 1‘m not. 

Q: Sorry. 

A: Can I go ahead and finish? 

Q: Go ahead. Finish, please. 

A: All right. 

And so - and then during the development of 
it, v^alscr^bviously have, even after we’ve 

ilopcdihe idea, all of the internal reviews with 
exteraitfi^iations, with legal, with management, now 
witj^'emr ad review panel. And - to insure that 
f perspective is this is within our 



ily we do resean 
a program, of who 
at research statis! 
e right adult appjf 
among adults. W< 
smokers. 

long the way then 
balances to insure that we an 

Qi^^^^ick up a little bitp 
Do yjpsgjn the fo^agsgroups 
acfeg^SH^ient ihal&fiMiolds 


;er the fact, 

jipated in it, 
iat, again to 
tokers. 
research 


cksand 
ent with that 




5 groups, 
tty every 
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if I could 



n every 


. It would 
romotion before, 
of our dollars 
:f a pack. I 
a focus group 
y one/get one 


|uld say most. I do 
f, but I would say a 
&ni| how about focus 

H n? 

|n. I would say mosj 
: you’ve done that 
5 example, we speni 
^promotions: It’s 25 
^re’s really not a n 
Ents off a pack. Or 
£an - in-store.There’s just - you 
fou’ve done that lots and lots; there’s not a 
io a focus group on it. 

' it was a new idea, then, in general, 

[lave focus groups ort it. 

You said that you asked the members of the 
focus group if the ad is for someone your age, 
someone older than you or younger than you. Is that 
the question that is put to them or - 

A: When 1 was on the Camel campaign, that Is 
the question we would put to them. 

Q: In exactly that form? 

A: Pretty much. I mean, it might have varied 
some. It might have been; Do you think this is for 
people for your age? 


we 3 
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I [ij You know, I don’t know. I can’t remember 
(21 exactly. But that’s the content of it, yes. 

Pi Q: Is this a - a written questionnaire that 
M was presented to members of the focus group or- 
[5i A: No. Usually it’s a discussion, I mean, 

[sj it’s - once in a while in focus groups you’U have 
[7] a written thing for them to answer -1 mean, 
la) clearly thcrc’5 a scrcencr up front they answer, to 
[bj make sure they qualify to be in the group. But once 
lioi they’re in the group, it’s usually a verbal 
(i ij discussion. Or, if you’re putting ads out and you 
[izi don’t want everybody else’s opinion to affect each 
[is] other, you might ask them to write down their 
[i*i initial impressions before they talk about them. 

[is) That son of thing. 

[is] Q: All right. If a person responds to the 
[on question - participants in the focus groups are 
[i«i preselected; is that correct? 

[t»l A: Yes. 

ro! Q; And they could be 18 to 20 in some focus, 21 
tail to 24 in others, and on? The age group is 
[ 22 ] predefined? 

[23| A: Normally the age group is predefined.We 
b*i have done age groups where - it’s always - the 
[25[ period before ’92 you’re talking about? It always 

Page 35 

in would have been 18 years and older adult smokers, 
pi And then, after ’92, 21 plus adult smokers. But, 

[3] you know - so to that effect, the age group is 
(41 always defined. 

[si Now, is it defined more narrowly than that? 

[si Most of the time, but not always.You might just 
(7) want a group of Marlboro smokers, or you might want 
[Bi a group of adult Camel smokers of all ages. We have 
191 done that sort of thing, 
no) Q: Let’s talk about the ones where the age 
(ii) group is defined. And assume you have a panel of 18 
[izi to 20 year olds and the question is put to them, 

[is] "Does this appeal to you, to someone older than you 
[i4i or someone younger than you?” 

(is) A: Uh-huh. 

[i«) Q: I take it that, if the majority - or - of 
!i7) the focus group participants say, "Oh, this appeals 
[i b| to my group, 18 to 20,” that’s no problem for 
its) Reynolds.That’s correct, isn’t it? 

( 20 ) A: Well, right. We’re looking for whatever age 
pi) group we have in the focus group. We’re looking for 
pa) them to say:Yes, I like this; this appeals to me 
[231 for people my age. 

p4) Q: Now, if an 18 to 20 focus group says, "This 
[ 2 si appeals to me and to grandma," I take it that 
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(i| doesn't present a problem for Reynolds? 

pi MR. WILLIAMS: Hold on, hold on. When you 

(3) say "present a problem," do you mean in terms of 

l«l compliance with the guidelines or - 

is) MR. SHONKA: In terms of compliance with the 

(6) marketing policy. 


PI 
[ 8 ] 

1*1 

tifll can b 


MR. WILLIAMS: - or marketing problems? 
MR^iHOI^KA: Marketing problems. 

MR| WILLIAMS: One can be commercial and 


one 


ilicy. 


[i it MR^SHONKA: Do you understand what 
HZ) Mr.wjfci^ talking about here? 

(131 TH&sWITNESS: (Witness nods head.) 


0*1 



Could you exp 

SS: Is that my job, 

S: No, that’s not 
to to explain what 


MR* 

(isi recor| 

[18! TH| 

[17] you? 

[181 MR. WILLIS 

(i8| It's nc 
pci talking 

pij MR’. SHONKA: Did you nod ye| 

P 2 i my quesyon, "Do you understand?" You 'did nod yes, 

” I issssssssnsssstii 

p-i\ didn t y<j 

THEVf SIS: Yes. 

^S406»5 

R. SH CAT* 



ms is 


nse to 


[ 2*1 

125! 



Cl 

(2] 



uld you explain it 
elieve what he's sa 1 
e it wrong - is, you 
e focus groups, o: 



u can 
hen we 
on is: What 


lg objective? Wholdo^iv^iat age 




e.want this marketini 
ere could be a ma; 
fmeone says, 'Yes" 
they say, Yes, it a] 
d appeal even mo 

might present a problem.That might 
you want to be. 

regard to our company policy of 
adult smokers, that obviously is not a 



to appeal to? 
question 
25 

iq me, but 
,eone who's 


Q: 

A: Wi 
Pi clarify, L 
[<! are 

[5] is our 

[6] group do 
pi And* 

[8] there o. 
pi years! 

[io| I think ii 
[it] 70," we 
<123 not be 
(13} No 

li«j marked 
[is] proble 

(isi Q: Alff^ftfEet's focus on the policy, not 
[in on the marketing issue, then. 

[is| MR. WILLIAMS: Well done. 

[is] THE WITNESS: Okay. 

<201 BY MR. SHONKA: 

pt] Q: If the focus group participants respond that 

<221 a particular presentation appeals to them and to 

pal someone much older than them, from marketing policy 

p*j point of view that docs not present an issue for 

psi Reynolds, does it? 
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|i| A: No. 

pi Q; What if the answer is. Yes, it appeals to 
p| me and to my baby brother'? Again, we're talking 18 
[4] to 20s. 

Pi A: That’s a problem, and then we would 
Pi eliminate our advertising. 

[7j Q: Even though the ad appeals to a legal market 
<8] as well? 

pi A: Yes. We - you know, if that particular ad 
[io] execution - what we’re looking for when we ask that 
[in question is, does it appeal to me, or does it appeal 
[i 2 i more for people younger than me. So I can't say 
ini that we would exactly ask the quesuon of would it 
[ui appeal more to someone younger than me. 

(isi But if someone said - if someone in the 

[i6] group, when I was there, would say, "Hey, I think it 

(in appeals to people younger than me; I like it, but I 

(isi think it appeals to someone younger than me," then 

(is; we would eliminate it. 

po] Q: Just to be a litde more precise on the 

[ 2 i| question, what if the person said, "I like it a lot, 

[221 and I also think that people younger than me would 

[23] like it too"? 

[24] A: Again, what we're looking for, how we ask 

125 ] the quesuon, is "Who do you think it would appeal 
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[i] to? Do you - is it for people your age, for people 
Pi younger than you, for people older than you?" 

pi They say, "I think it’s for people my age"; 

[4] that would be okay. "For my age and people older 
[si than me" would be okay. 

[6| If they said, “I think it's for my age, but 
n I chink it would really appeal to people younger 
[8! chan me," then that’s a problem and we would 
(9; eliminate it. 

[io] Q: As I understand what you’re saying, though, 

(ii) that son of response, "it would appeal to me and to 
[i 2 i someone younger than me," would - if it comes 

(i3| out - if it came out at all in a focus group, it 

[ui would have come out spontaneously from the person 

us; being asked - being interviewed; is that correct? 

[is] MR. WILLIAMS: David, let me stop one 

[i7) minute. I think you’re talking a little bit 

[in differently.You were asking about one specific 

[is] response from one person.As I understand what Lynn 

[ 20 ] is saying, she is talking about they - 

[ 2 1] MR. SHONKA: Yeah - 

! 22 i THE WITNESS: The group. 

[Z3i MR. WILLIAMS: The group. 

[24] MR, SHONKA: Yeah, the group. Okay. 

[ 2 s] MR. WILLIAMS: So I think you may want to be 
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(i] careful here between what one person might say and 
PI what the group - 

PI BY MR. SHONKA: 

[4] Q: As to individuals in the group, if 
PI individuals in the group say that the ad would 
i«l appeal to me and would appeal to someone younger 
P] than me, that response would be wholly spontaneous 
M on the part of the person being interviewed; is that 
PI ^rrect^ 

m W^l&ll, * ts not spontaneous, because we’ve 
[ii] app^f'the question. I don't know what you mean, 

[121 i-CLT '.nft sorry Rut the qnrstion, as I 
;i3l understand it, that you asked, is, "Does this appeal 
,14i t 9# 3 Hs§T t0 s° mcon e younger than you or someone 
[tsi cfro^pthan you?" And if the fiteigon $ays, "Oh, it 
[i6i o me," that's a dir^^^^^nse to your 

(in a precise response to your question. If 

(iei mcpeMn is to say anything tyffcrcmhan that, then 
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(iej ttoBj&sgbnsc has to be void 
pc, fj^^WlLLIAMS; Well, I'm 
pi; "TO^pfiKstion that the focu< 
[221 it one or the other? 
pj] i fo^SH ONKA: Yeah. 

p4] WwiiLlAMS: So I don'! 
psi yoi^Hfcn by "spl^litteousj 




, doesn't it? 

) object, 
people get is, is 


erjtand what 


( 12 ! cloS 


L. David? Your quesiion|now: If one is 
Mian the other? 

HONKA; John, you're getting awfully 
^coaching the witness. 
flLLiAMS: I am not coaching.This 
fcertainly doesn't need coaching. 
HONKA; I agree. I fully agree with 


[isi sm.SHONKA: I agree. I fully agree with 

(ir| MR. WILLIAMS; David, look, I am not 

[isi coaching the witness; I am asking for a precise 

[isi question.That’s all. 

[201 In your last question. I’ll be happy to go 
pi| back, was something about "if one was broader." 
pa] That was the whole question. 

P3| BY MR. SHONKA: 

[ 2 *) Q: The questions that were put to the 

psi witness - to the members of the focus group were 


three; is that correct? It's: Docs this appeal to 
you? Does it appeal to someone older than you?* - " 
Does it appeal to someone younger than you? 

A: It's one question. It s: Docs this appeal 
to you, to people older than you, or to people 
younger than you? 

That's the question. 

Q: Yes.And focus groups participants, 
individual participants, responded to that question 
by saying one of the three - 
A: Weil, I mean - 

Q: - older than me, younger than me - 
A: Normally, how a focus group would respond is 
like this. For example - I'll give you a real life 
example. 

We had the Joe Camel with punk hair. He had 
punk rain hair.They said,You know, I think that 
would really appeal to people younger than us. 

We said, Okay, we'll eliminate it then. 

So, I mean, that's how it goes. I’m not 
sure what else you're asking besides that, but 
that’s how it goes. You show them that, and they 
say, "Hmmm, I think it appeals to people younger 
than me," and we eliminate it. 

Q: All right. Were there ever episodes where 
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in people said, "It appeals to me and it would appeal 

[ 2 ! to someone younger as well"? 

pi A: Well, I think, in essence, there might be. 

W But usually what you get -1 mean, my recollection 
isi of what you get is they’ll say, "I think it appealed 
[6i to people younger than me." I don't think they’re 
[7] saying, "I definitely wouldn't like it." 
pi But when we put the question to them, "Does 
[B] it appeal for people - to you, for people older 
(to) than you, or people younger than you,” they're 
(ii! looking at it and going. Yeah, it is really for 
[i 2 i people my age," or "I would think more this is for 
(is) people younger than me." 

[i4] So they would answer, like with this punk 
(is; Camel, "I think it's really for people younger than 
(isi me." And then we would eliminate it.That’s how it 
[17] would go. 

(is) Q: And when you say “they," you’re referring to 
[ib] the focus group as a whole. I assume? 

CM) A; Well, not - I mean, the - no - in any 
pi) focus group, not everyone says the same thing. But, 
( 22 ) you know, you have a couple, two or three people, 
[23! who say it, then that's cnough:You eliminate it. 

[24j Q: How large is a typical focus group, if there 

[25] iS - 
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A: Usually, like, 1 would say eight to ten 


('I 


pi people. 


pi 


Q: looking at the question, again, older than 


(<! you, younger than you ... 

15] MR. WILLIAMS: "Or you"? 

16 ] MR. SHONKA: Or you. 
m Thanksjohn. 

IB) w . BY MR. SHONKA: 

Q: Looking)jit that - 
MR. Now I’m coaching you. 

MR. ^HONKA; And I appreciate that. 

} . 4 BY MR. SHONKA: 

.at the - is that the extent to which 

ed the age quesiio^in focus groups? 
we had adult striok^gy there; 



(*1 
lioi 
l'i] 

[1Z] 

(13) 

(i4j Rcyno 
(is) A: 
lie] we o 
(in the fo' 


o research among adul 

ourself, that’s ho 
[i«l question. Ob'SSusly there’s all th 
[!»] talked 4i§^^1md the developmc: 
Soi entire ls @^pa^ y. So -1 mean, spe 
( 2 i) group? 

Q: Yes^I'm just asking focus gri 


again, 
w, and 


lOkcfs.And inside 




the way it was dgne 
uld some of the o 
call, really. I mean," 
can, that was pre 
I was there we as 
u mentioned an Ad=Revie' 



e been? 


Panel? 


e up of 
eople who 


internal review p: 
employees. So it i 

o therefore would be able to look at 
Ii 2 ) the issue'l^frelates to kids and being a parent, 

|i 3 ] and howflkyhey feei that this meets our policy. 

( 14 ) It's made^^of diverse people, females, males, 

(is) Afticanvwe^aps, whites. It’s a - we cry and 
[is] make it aranrcrat panel, so that issues that we 
(17) might not sec, this panel might see. 

(lei Q: And what is the formal name of that panel? 

[i«l A: The Ad Review Panel, 

pcs Q: The Ad Review Panel. When did Reynolds 

pi) initiate the Ad Review Panel? 

( 22 ) A: Oh, gosh. I don’t remember exactly; it’s 
pa] been a while. I can look it up. 

P4i Q: Since the beginning of the Joe Camel 
psi campaign? 


(i) A: No. It was not in place at the beginning - 

Pl when I was there, at the beginning. It was probably 
Pi a couple of years after that. 

Q: Can you say whether it was after 1990? 

A: I- 

Q: In this decade? 

A: Well, I’m guessing. I think so. But I - 
(si really, I could go back and look it up. I just 
P! don’t remember exactly. 

to; Q: There’s one ad that Reynolds ran one time, 

(ii) "Bored.TLred, Restless”? 

(i 2 j MR. WILLIAMS: "Lonely." 

(i3) MR. SHONKA: Lonely? Is that it? "Bored 
(u) Tired, Lonely"? 

(is] 

I’6] 

[It] 

[18] 

1191 


1*1 

(SI 

(6| 

m 
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THEWITNESS: No, 

MR. KACZYNSKI: "Bored, Lonely" - 

BY MR. SHONKA: 

Q: "Bored, Lonely and Resdcss.” So the record 
is clear, could you tell us what the ad was that 
poi we're talking about? 

[ 2 ii A: I think it was "Bored, Lonely, Restless” is 
[221 what you’re referring to. 

[23! Q: When did that ad run? 

P4] A: Gosh, I just don't recall exaedy when it 
rs] ran. I wasn't on Camel at the time, but I think it 


[ii was probably maybe 1990, ’89/'90, something like 
pi that. 

Pi Q: Is that the ad that triggered the - the 
[4j creation of the Ad Review Panel? 

i 

] [6) A: I believe so. 

(6) Q: Are there any other - or have there been - 
m strike that. 

[8] Besides the Ad Review Panel, has there been 
t»i any other review pane! or similar body to review 
[tog Reynolds ads? 

(11) A: Well, like I told you early on, this is from 

(1 2 ) the very beginning when I was there.There's many 

(1 3 ) review points.You know, there's all the review in 
[i*i external relations, there’s all the review of the 

[isi legal department, there’s the review of management, 
tie) So, yeah, there’s a lot of review of the 
[i7j advertising. 

[is] Q: But no panels, per se? 

[isi A: Not a panel of that nature, before that, 
po] Q: Or since then - is the Ad Review Panel 
rail still functioning? 
pa) A: Yes. 

pal Q: And it has - and no other panel has spun 
R4j off from that or followed that? 
psi A: No, don't think so. 
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ill % I III 'III Bir'n 



PI You said the Ad Review Panel is composed of 

pi BY MR. SHONKA: 

( 4 ) Reynolds employees. 

( 4 ) Q: Do you know if they are management 

is) A: (Witness nods head.) 

[si employees? 




( 7 j ^yes^orry. 


[el 0: And Vou said there's an effort at diversity 

(6) works in an office versus on the factory floor, I 

is) amftagfflgjllnel members? 

(io| m-Yes. 

Pi wouldn’t say management. 

(io) Q: Good point. 

(ill &||gj!p||inel members serve for a term? 

[i2] Si, Yes. * 

in) A: So ... 

(izi Q: Well, how about in terms of their 

(133 long is that? « 

(t3| educational levels? Are there any criteria in that 

{ 14 } l^^fejycnow, our - I can't jrerh||j|^er exactly. 

(isi Oi^Megariicpartmcni is respJpUble for rotating 

(i4) regard? 

[is] A: I don’t recall any. I’m not saying 

HP!!?! 

tie] unequivocally there’s not; our legal department 

[it] Q: HoYf’farge is the panel?!H3|jMi|any people? 

;i7) oversees it. But I don't recall that being a 

EG 

[ 18 ) criteria. 

(i9) dehsijisbs^u is responsible fot^gj^pit it varies 

[is; Q: Arc members of the panel - does the panel 

(20) over time?It depends upon vc brought in 

[ 20 ] ever include what we might call as "senior 

1211 and ijgho they're rotating off griif thl| sort of thing. 

[2i] management"? And let’s say senior management is - 

[221 Qiygiiyoy have a sense of^i^^^e in size. 

( 22 ) for purpose of this question, let's say anybody who 

(2sj l^^ou kno^fe|v pco^^^re selected for 

[231 is not an hourly employee.That's not "senior." 

( 24 ) MR. WILLIAMS: No, it isn’t. 

[ 25 i THE WITNESS: That would be like really not 


J j Pago 49 Page 51 

;i| parti^ggggion on the panel? tt) right. 

a A;*#|gd|n, the selection criterupliMooking for (z] MR. SHONKA: I’ll take that question out and 

Pi peopwimio, you know, woup^alfc^t it, without the p] shoot it, and we'll try again. 

W exp ^ct^ ed eye of marketi^g*4&feqiarkeung issues; w MR. WILLIAMS: I've got a few others while 

is] but rsvfrfe from a perspectiveasap^ent, as a [5] you're out there. 

(si femah^jl a male, as an Afric^^^^rican; to look [6 | MR. SHONKA: You'll have more. 

(7j at itlroma perspective that fediffeBent than a ^ BY MR. SHONKA: 

(B) trl§^l§l| perspective. LI ^ [as Q: The - considering senior management as 

is) Q?%6»lhe focus of the Ad UNtl^lPanel is not | 9 ; anyone who is supervisory - considering management 

(io) just j^rri^rketing age, it's on other issues? (io) as anyone as supervisory, that's already over 

l<t] A:^lf tf ini employees, does the Ad Review Panel include 

[i 2 l Q S j &gC . sex - (izi managers? 

[i3| AfYfcs. exactly. [ia| A: I think it might. I mean, I can't re - 

(i4) ofT^Jidso on? (i4) it's not my job to pick those, but I think it's 

fts] AH^HIfftss nods head.) ns) entirely possible that it might include people who 

(is) Q: Are all members of the ad panel, to the best ltS) supervise other people. I can’t say that for a in 

(in of your knowledge, lay people, in the sense of pn fact, but I think that’s entirely possible. n 

Ha) non-professionals? psi Q: Wbo would be able to tell us about the ® 

(i9l MR. WILLIAMS: She said non-management - [is) composition of the Ad Review Panel? ^ 

(Mi I'm sorry, non-marketing. ( 20 ; A: Well, again, I told you generally what the j 

( 2 1) THE WITNESS: Non-marketing. pij guidelines are that are set. But I would say to 

( 22 ) MR. WILLIAMS: Non-marketing. 1221 that - Guy Blynn is our legal counsel, is the 

B3) THE WITNESS: No, I don’t know. I mean. I psi person in charge of it. 

[24i haven't looked into the background of every one. If P4| Q: is Ms. Blynn (sic) the person who selects 

[251 you say - are they hourly employees, you mean, or ps] the person who - the members of the panel? 
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[t] A: He oversees that; I'm sure his staff helps, 
pi I can’t tell you exactly the person, 

Pl Q: Is it Reynolds' view that advertisements do 
[<l not present a marketing problem so long as the 
pi advertisements appeal predominantly ro a legal 
[6| market? 

MR,WILLIAMS; Oh, goodness. 

BY MR. SHONKA: 
an over 18 market. 

IAMS: You’re talking about with 
youth marketing issue, right? 

: Yes. 

S: Again, my view is that 



nonexistent, in si 
eople choose to 
.ult. And I think o 
tm which" we taigr on and deliver a; 
[is] adver^^^ppeals to adult smo 
i r^Li BY MR. SH 1 

Q: BmnunlAnd so the questio 
pil Is it Reynolds’view chat an adve: 
pa] present l"|||sk£ting problem so 
pa) principaffyjp ah over 18 qjprket?i 
MR. V^Su^MS: Carfeyoupefini 
THtfW^filSS: I mJflfflgain, 



factor 

moking, either 
■cspopsibility, 

3Tls jihat our 


[i»! 


P4) 

[35] 




HI advertis; 

P! advertising-i, 
pi factor in 
t<) or to q' 

P) 

pi Q: Th 
pi question] 

(*l 

PI so long 
tioi audieno 
(ill MR 
[i 2 ] it's vagu 
(us THE 
Ii4] to ask ■ 

PS] you'll haf 


[18! 

(191 



g problem 
to an 


adult smokers. It i: 
n insignificant to no. 
ason people choo 

mg. 

BY MR. SH 
wasn’t the questi 
ocs Reynolds co; 
as not presenting 
ng as it appeals pr 
is over 18? 

S; I’m going to object. Again, 
at do you mean by "principally"? 

S: I mean - I mean, you'll have 
1 1 answered the question. So 
me the question - help me with 
ti*l it. Because "present a marketing problem,” I 
(in thought that’s what I was answering. 

BY MR. SHONKA: 

Q: Well, your response was, as I recall, that 
Ezo) your view is that advertising plays only an 
pi) insignificant part or minor part in any purchasing 
[ 22 ] decision, Is that a fair - 

pa] A: It’s an Insignificant to nonexistent factor 
p4] in the decision to start smoking or quit smoking. 



P5] 


Q: And that was the way you answered the 
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[il question. But the question was: Does Reynolds view 
( 2 j an ad as not presenting a marketing problem so long 
PI as it appeals principally to people who are over 18 
[4] years of age? 

( 5 | A: What do you mean by ’’a marketing problem"? 
(8| Q: We had earlier calked about the difference 
Pi between marketing from the policy point of view as 
!«l opposed to marketing from the marketing point of 
(si view. I’m still on the policy issue that we defined 
(mi earlier, 

ini A: So when you say "marketing problem," you 

(i 2 j mean does it violate - 

[i 3 ] Q: I mean marketing policy problem. 

(mi A: Oh, okay. 

ji 5 ] Q: Ail right. With that clarification, does 
[i«i Reynolds consider an advertisement to be okay so 
tin long as it appeals principally to an audience that 
[ia] is over 18 years of age? 

[is] MR. WILLIAMS: And, David - 

pel BY MR. SHONKA: 

[ 2 1] Q: And when I say "okay," I mean from the 

[ 22 ] perspective of the marketing policy. 

[231 MR. WILLIAMS: Are you asking now or when 

rz4j she - because the policy - 

[ 2 s] MR. SHONKA: We’re in the - we’ll stay with 
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(il the period. 

[21 MR. WILLIAMS: Which period? 
p] MR. SHONKA: Between 1982 and 1992. 

[4] MR. WILLIAMS: Okay. 

[ 5 ] THE WITNESS: We can - this is the best I 

Pi can answer, I think, is we consider an ad to be 
m acceptable if it meets all of our policies and 
(at guidelines. When we develop it for adults, among 
[9[ adults, it is the view of the many, many people who 
[io] review it that it is an adult ad and that it works 
[n| among adult smokers and - so that is our criteria. 

[1 2 ] It’s not - if it complies with all of our policies, 

[1 3 ] then obviously it’s not a problem with marketing 

[14] policy. 

[is] BY MR. SHONKA: 

|i6) Q: Let’s say, in response to the questions we 
irn talked about earlier, older than you, younger than 

[is] you or you, in response to those questions, the 

[it] response is, "I think this ad appeals to everybody 
[ 20 ] from 6 to 90." Does that present a problem for 

pil Reynolds from the point of view of marketing policy? 

(221 A: When wc ask people, we ask them, “Does it 
[ 23 ] appeal to primarily people your age, younger than 
! 2 <] you or older than you?" And if they say, "Primarily 
[ 26 ] people younger," then it’s a problem and we 
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|i| eliminate it. If they say, "It appeals to people my 
t?) age," or, depending on the marketing decision, not 
(3] the policy decision, of who we want to appeal to, 
[4j older can or cannot be a problem. 

;s; But, I mean, there's that - it's not - 
[6i that is the question. 

.right. 

flR. SI%3NKA: Could you read that back, 
l sorry. 

1. KACZYNSKI: And answer, yes, please. 

)NKA: Can we have the question, too, 
t'2) jukvSo I can ... 

031 CV^rga^on, the question • 
as follows: 
in: Let's say, in 
i the questions w«j 
at earlier, older 
^younger than you < 

|ponse to those 

tzo) q£iestion£, the response is, "l| 

(til thinkdtis ad appeais to 
[ 22 ] evei&5pf§5^|rorn 6 to 90." Dc 
[23j thar'^n^m a pro^^gfor y 
C24) Rev|p!c(|from thfc.~Doiiit of ^ 
^^fmarketinl^^cy? 



s read back by the court 
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When we ask 
fC ask them, "Docs it„ 
primarily people 
younger than you 
n you?” And if they^ 
rily people 

then it's a problei||||||g|g| 

■liminate it. If they l § , 

to people 
epending on the 
g decision, not the 
cision, of who we 
ppeal to, older can 
e a problem, 
an, there's 
[i*l that - it’s not - that is 
[in the question. 

MR. WILLIAMS: What is the question now? 
MR. SHONKA: Let's go back to the earlier 
so] formulation, 

[21] BY MR. SHONKA: 

[ 22 ] Q; If the response - if an ad appeals 
(23j primarily to an over 18 market - 

[24] MR. WILLIAMS: That wasn't the question. 

[25] MR. SHONKA: No. 


[1*1 

( 19 ) 
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[i[ MR. WILLIAMS; Are you changing questions? 
m The question that she read and was answered is? 

[3j What if it appeals to everyone ages 6 to 90? Does 

[4j this present a problem? 

is) I thought you were going back to that 

[*] question. 

Pl MR. SHONKA: All right, we'U go back to 
ts] that one. 1 was going to go back to - 
Pi MR. WILLIAMS: I’ll do whatever you want. I 
(io) just want to make sure we know what we're answering 
[ill here. 

[1 2 ] MR. SHONKA: That’s why I was asking the 

[13] question. 

|[u) MR. WILLIAMS: David, you said, "I’m going 
[ts] to go back to my last question," and then you 
tie) rephrased the question, I just want to make sure 
[it] there’s certainty in the record as to what the 
[is] question is, Go ahead, 

[is! MR. SHONKA: Thank you. 

[20! by MR. SHONKA: 

[ 2 il Q: All right, let’s go back to the universal 
[ 22 ] one. 

[231 If an advertisement appeals to people of all 
[24j ages, 6 to 90, from a marketing policy point of 
[25] view, does that present a problem for Reynolds? 


HI 

[21 

(3| 

[4] 

IS) 

t*i 

Ch 

w 

191 

110 ] 

[HI 

[ 12 | 

[ 13 ] 

[!4| 

[ 15 ] 

[16] 
[IT] 
[16] 

[19] 

[ 20 ] 
[ 21 ] 
[221 
P3] 
[2*1 
[25] 
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A: I would say this.That, again, it would - 
we would probe the response.lt wouldn't be that 
you just have that response; you would go on and ask 
questions. You would say: Do you think it was 
primarily developed for people - you know, does it 
primarily appeal to people your age, younger than 
you or older than you. I mean, we would go on and 
ask further questions. And, if they would say, T 
think it's primarily for people younger than me. 

Then we would eliminate it. 

Q: Would you ever ask a focus group - or have 
you ever asked, In your experience, asked a focus 
group if an ad has universal appeal? 

A: I don't recall ever asking that, no. I 
mean, the question we try and get to * we’re dealing 
with adult smokers - Do you feel like this 
advertising is for you? Because that's what we’re 
trying to develop advertising, "for you." And so 
that’s the question we're asking. 

So, no, I don’t remember that response. 

Q: What about promotions? We've been talking 
about print ads so far, and let's - you said 
earlier that promotions arc also the subject of the 
focus group. Are the same questions put to focus 
groups in - regarding promotions? 


in 

to 


oo 

kO 

to 

-J 

if* 
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A: Again, it wouJd depend on the promotion, you 
Si know. But, in general, what we ask is, "Is this 
Pi promotion for you? How appealing is it to you? Is 
M it for people your age?" 

[s] So, yeah, we’re trying to gauge appeal of 
is] that promotion when we do the focus group. Would 
m you panjeipaw in whatever? Would you collect 
m proofs .from the pack or whatever? 

Pi Q: hl iaMBd te record is clear, what - what do 
[101 you m^an when you respond with promotion? 


(iij A: 

(it] Promo 
[ii] tn-ston 
iui with a 
(IS] I wi 

(is] providi 

[it] smoker to eii 
(is] from S' 

Q: Pi 


notion can be very broad, 
n can include five cents off a pack 
dude an offer in direct mail 


[19] 


say, in general, a pro 
centive to try am 
stay with your bi 
r brand to your bi 
do promotions 

pc] of merchandise? 
pi] MR. WILLIAMS: Exclusively or • 
MR. Do they inclf 

MR. WIQA|Mf: Inc! 

MR. Sh#N^ V: - offe erch 

THE^T^S: Ye; 



adult 
o switch 

le offer 


m 

[«i 

[Z*] 

[2S] 



hi 

t21 

Pi 

1*1 



BY MR. SH 

les? 

s. 

plies "could not." 



og sales is sort of 
■ you know, catalog 
get in the mail an< 
mean, that's a diffi 



iuld be 
ofder 
iness. 


Q: Ca 
A: Co 
Q: "Co 

[5] it? 

;«] A: We; 

Pi thing, I 
(si the ca 
(si merchan 
(io] So when 
(i i] what you 
(i 2 ] It can 
in] where, I 
[i*] those pi 
(is) what you 

list Q: Okay. 

(i7) A: - it includes that. 

|i«] Q: Promotions include catalog sales in that 
lie] sense? 

[ 20 ] A: In that sense, 

pi] Q: Okay. 

pz) T-shirt offers, are those promotions? 

[ 2 1] A: Yes. 

p*i Q: Now, backing up to my question. Was - when 
13$) focus groups are conducted on promotions, is the 


y catalog sales, I’m not sure exactly 

c Proof for Purchase programs, 
?you collect proofs and you can use 
gpt free merchandise. If that's 
catalog sales - 


[i] 

(21 

PI 
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(5) 
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m 

[a] 

[9] 
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question put to the participants in the focus group 
of, "Does this promotion appeal to someone your age, 
someone older than you, or someone younger than 
you"? 

A: Again, it depends on, I'm sure the promotion 
that you're looking at -1 can’t say universally 
that's always asked; it just depends on the 
promotion you're looking at. It could be you’ve 
done this promotion six times; what you're testing 
out is, you know, the difference in value or what 
they think the proof of a C-Notc is worth. You 
know: Do you think it's worth twenty cents? Do you 
think it’s worth fifty cents? 

I mean, depending on the nature of the group 
and the purpose of the group, you might or might not 
ask that. Because that might not be what you're 
looking for. You might be looking for: Gee. in 
this promotion where you're offering free 
merchandise, do - how much - how valuable do they 
think these little proofs are? What's their 
perceived value of them? 

So, I mean, the whole nature and purpose of 
the group is a different subject. 

Q: Do I understand you to say, then, that the 
question is always put to focus groups with regard 
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to print ads, but not put to focus group with regard 
to promotions? 

MR. WILLIAMS: When you say the question - 

MR. SHONKA: The question - 

MR. WILLIAMS: - are you putting the age 
question? 

MR. SHONKA: The older,younger. 

THE WITNESS: We would always put some sort 
of question to people: Does this appeal to you? Do 
you think this is for you? 

Now, the exact wording of the question, it 
would just depend on the group, the purpose of the 
group, who's doing it, how they’re doing it. I 
can't make some blanket statement. 

BY MR. SHONKA: 

Q: Is there some term in Reynolds to describe 
the difference in the two situations you’re talking 
about with promotions, the one where you’re asking 
general questions like what's a C-Note worth versus 
a focus group where you’re trying to find out if you 
wanted to run a particular type of promotion? 

MR. WILLIAMS: Why don't you shoot that 
question coo and start again? 

MR. SHONKA: No, I don't want to. 

MR. WILLIAMS: What are you asking? 
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[B1 

P] 

[10| 


(i] BY MR. SHONKA: 

Kl Q: Is there a term in Reynolds to describe the 
pi different types of promotion focus groups? 

( 4 | A: I don’t think so, no. 

[si Q: Okay.Arc focus groups run on anything 

[«l besides advertising and promotions - advertisements 

Pi and promotions? 

A: Yes. 

Q: What otht|r things? 

A: Pa^gMuajsgf. product, merchandising, line 
[itj extensions, general lifestyle questions about adult 
[ill smokersjh^s^you just want to understand the 
[is] people. Competitive questions: What they think of 
[i 4 i our bran^^r^^is the competitor’s grands; so kind 
[i si of a confpetEntg assessment, 

(is) I me«n.K‘cre's just like an endltj 
(! 7 i Because^ggil&ji’re looking for is | 
ji 8 j adult smokers. whatever knowlij 
[ioi seeking, ^§ fet.A 6 i us group could be \ 

Q: On^^^^ing, what do focus i 
do you run fociis groups on packag 
A: Became, you might be looking 
(231 design, to i^^te-.^.You might thii 

[ 24 ] not as con fecnpo farv as i&fggjght bei 

( 2 5) not - like iJInjgfk not ccmmgnicatc 


[2C] 


[22] 



nt.Like you want 
oduct is really srao' 
be indicating it’s n 
tive - you know - 
cd. 

|cinated by the tho 
by the thought 
ackage and say, "O 

looks smooth.” 

1 

, yeah. Definitely. 


just the cues on the pack. Do 
S say that? Do I think the design 
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Pi attribute! 
pi know that 
PI packaging 
Pi looking at a! 

[S] like you're 
l6j Q; No. I' 

Pi frankly fas' 

(sj could look 
Pl harsh,” 

(ioi A: Oh, ye; 
pi] And so - 
(i 2 ! Q: How? 

[is] A: Well 

(i4i I think the q 
[is] says that? 

(i«l I mean, ybulfav^ to think about it.When 
(i7i you buy a product, you walk in a store and buy a 
[i6[ product, you look at the package and you make 
(19) decisions about what you think that cookie is going 
pci to taste like by what the package looks like.You 
pi] do. 

[221 So ... 

[23[ MR. KACZYNSKI: Admit it now. 

[24] BY MR. SHONKA: 

[ 2 *i Q: But regarding - 



to 

Pi 

PI 

f*i 

[5] 

(61 

PI 

M 

PI 

( 10 | 

[tt] 

{121 

[ 13 ] 

{'*1 

[161 

(16] 

{171 

[16] 

[ 19 ] 

(20! 

PI) 

[ 22 ! 

{231 

P4J 

(26! 


[11 

PI 

PS 

M 

tsi 

[61 

[7] 

18] 

PI 

[10J 

O'] 

[121 

113] 

( 14 ) 

[15] 
[16! 
(171 
{ 1*1 
(1*1 
[ 20 ] 
(211 
[221 
[231 
£24] 
(261 
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MR. WILLIAMS: We need an answer to that 
question, 

THE WITNESS; I'm sorry, 

BY MR. SHONKA: 

Q: But regarding packaging, again, are these 
questions put to members in focus groups on 
packaging: "Does this package appeal to someone 
older than you, younger than you or your age”? 

A: I don't know. Probably - again, I can't 
make a blanket statement; it depends upon what 
you're looking at; it depends upon the question 
you're studying. But, in general, yes, we want to 
know if the packaging appeals - is for you. 

MR. SHONKA: You're looking at your watch, 

John. Did you want to be take a break? 

MR. WILLIAMS: No.I'm just trying to 
figure out how much fun I've had this morning. 

We’ve been going an hour and 15 minutes. If you 
want a break, that’s fine. 

CDiscussion off the record.) 

(Recess taken from 11:11 a.m.to 11:14 a.m.) 

BY MR. SHONKA: 

Q; Ms. Beasley, docs - what has been Reynolds 
policy regarding the review of materials by the 
legal department? 
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A: They review our advertising. 

Q: Anything else? 

A: I don’t know what you mean. 

Q: Memoranda, internal memoranda, 
presentations? Anything else besides advertising? 

A: Well, certainly we have them - we 
include - wc get their opinion on programs we’re 
doing. I mean, they help oversee that we comply 
with all of our policies. So -1 mean, they might 
be involved in meetings or - just depending on the 
issue, yes. 

Q: Okay. 

MR. SHONKA; I’d Uke to have an exhibit 
marked for - Exhibit 4,1 believe it is - is it 4? 

MS. SULLIVAN: Yes. 

MR. SHONKA: For the record, this is going 
to be a document that has been previously marked as 
CX-598. It is a document labeled 'Taw Orientation 
Manual for New Marketing Personnel.” And it bears 
the Bates numbers 50374 0323 through 0329- 
I will state for the record that on this 
document, while the Bates numbers are consecutive, a 
close look at the document will review - will 
reveal that, in fact, there arc pages missing. But 
what we have is what we got from Reynolds. So If 
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in the court reporter would mark it. 
ra CBeasiey Deposition Exhibit No. 4 was marked 
pi for identification.) 

[♦I BY MR. SHONKA: 

tsi Q: Ms. Beasley- 

(6i MR. WILLIAMS: Hold on just a second. Weli, 

(7} just for-she record, my copy has consecutive Bates 
(«l numbt^s. J 

: Oh, the Bates numbers are 
ive. But, if you look at the text of the 

esn’t flow, which means - suggests 
t there arc pages missing from within the 
Reynolds apparently thought it 
e entire document 


(») 



MR. 

( 10 ) conse 
(in doc 
dz] to me 
(is) doc 
Ii4] was gr 
(is) didn't. 

(is] MR. 

(iTi did or it cUdn’’ 
tie] MR, 




; Well, we don’t E 
ut go ahead. j 
: All right. 

(is) BY MR. SHQ 

po] Q: The question, Ms. Beasley is:j 
pi] a Law Orientation Manual previa 
p 2 ] A: I dojp^re£gJl exactly what I 
(23j 1 got my c^jggyation. It espajld havi 
(24] a mnuajyy list don’t n 
( 2 si It’s been, you know, abraasti6 ye: 


st it 



[i] Q: Do 
(21 are given; 
[3] departme 
A: C 




!>u seen 

n when 
eluded, 
ecifics. 




how if current mark 
orientation manual frj 

rketing employe ISf'Sfg’ 
the legal depart 
given an orien 
ow if they’re act' 



employees 
aw 

cn an 

manual? 
cd this 


an this manual, are thev TuHided any 
re aware of? 

A: WelOSS'y’re given our advertising code. 

[121 The volui|g|jgadvertising code that the company 
[is] complies |»g|h, they’re given that. I mean, you 
[uj might calkth^jumnual. But are they given this 
(is) specific thmgMtlooks like they are, but I’m - 
(is) I’m not positive. 

(in Q: Okay. 

(i*l MR. SHONKA: I’d like to have another 
|i9] document marked as Beasley Exhibit 5. 
po] (Beasley Deposition Exhibit No. 5 was marked 
( 2 i| for identification.) 

P 2 ] MR. SHONKA: And for the record, that is a 
[23| document that bears the Bates numbers 51578 7126 
(24) through 7129. It is a document called "Marketing 
( 2 s] Assistant Training Manual (Law Department Draft)." 
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(i) It’s marked as a draft and dated 5/14/86. I’m __ 

pi handing the witness that document. 

[3] (Witness reviews document.) 

[4] BY MR. SHONKA: 

(5] Q: And I first ask the witness if she has seen 
[c] Beasley Exhibit 5 previously. 

[7] A: Just give me a moment to look at it. 

(6] Q: Sure.Take your time. 

pi (Witness reviews document.) 
tiai A: And your question is? 

[ii] Q: Have you seen Beasley Exhibit 5 previously? 

[i 2 l A: I may have. I just don’t recall. 

[i3i Q: Do you recall if you've seen anything like 
(uj Beasley Exhibit 5? 

(is; A: Again, when I went through my legal 
[is] orientation when I started with the company, I know 
(i7] that they probably gave us documents. I know they 
(iB] gave us the advertising code; they may have given us 
(is] something very similar to this. It’s just been 16 
520 ] years ago, so I don’t recall exactly. 

[ 2 iI Q: Have you had a chance to look at Beasley 
[221 Exhibit 5? 

[23] A: Well, very briefly. I didn't read it all, 

[24] if that’s what you mean. 

[ 2 S| (Witness reviews document.) 
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[i] Q: Can you tell me if Exhibit 5 - Beasley 
( 2 j Exhibit 5, to the best of your understanding, 
pi reflects the relationship between the law department 
1 (4| and the marketing department in the period between 
tsi 1986 and 1991? 

tsi MR. WILLIAMS: Oh. David. May I object? 

(7) MR. SHONKA: You may object, but I’d still 
[B] like an answer. 

(9) MR. WILLIAMS: She will answer, but I will 
(io] object. Lack of foundation, personal knowledge, and 
[til this thing says "draft” on it. So I don't know 
[i 2 ] where you’re going here, but those are my 
113] objections. 

[i4] BY MR. SHONKA: 

(is) Q: The question is whether the draft accurately 
(is! reflects. 

(in A: I would have to go through it point by 
lie) point, to see if it reflects my understanding.You 
(iB) know, just - just looking at the first page: 

[ 20 ] (Reading) 

pi] The Law Department needs 
pal to give its input regarding 

[23] advertising, packaging and 

[24] promotional ideas at the 

[25] earliest stages, so that it 
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tti will not - [excuse mej.so 
pi that you will not expend 
pj considerable time, energy and 
M money only to find that there 
'[$] is a major legal problem with 
C«l your idea. 

m I think that reflects our relationship, 
is) Q: lip. tha^been true at all times that you’ve 
t») been 
[ 10 ] 

(i i] Q: Father down on that first page there’s a 



[iz] para 


( 13 ) 

l'*l 


[is] the po 


PS] 

[it] 

t'») 

[ 19 ] 

[ 20 ] 



er the section ’Youth"? 


that paragraph accurately reflect 


e a minute and n 
your time, 
ews document.) 

d if I could ask yi 




pij look at'page 2, the cop paragraph 
pa "Non-smokers:" (Reading) 
p»] The Caf^ttny has no 
p*i interest i nst&tti ng 
ps] non-sm okers to smoke 




er our 
Ivc raising 
with 

£lso, we have no 
nting someone 
garettc 





1 <] this re: 

P! research 
PI concerns 
w non-smok 
pi interest i 
(6| from qui 
n smoking 
tai let me jui 
PI MR. 

[to] putting in 
ini MR. SH 
oa will read ij 
t i3l MR. Wl 
(««! to ... 

[is] MR. SHf|iK|y| had read it and I wanted her 
(t«l to get an accurate copy, is all. 

[i7] MR. WILLIAMS: All right.You have given to 
[i«] the court reporter ... 

[191 MR. SHONKA: The top paragraph of page 2. 
po] MR. WILLIAMS: Entitled "Non-smokers"? 
pi] MR. SHONKA: Right. 

pa MR. WILLIAMS: And she has transcribed into 
pa the record that paragraph down to "C" - 
p4] MR. SHONKA: I had previously read that 
pa paragraph. 


it to you. 

S: How do I knows 
nscript? 

I just - The top paragraph. I 
In, if that helps you, John. 

S: No, no. I just wanted her 
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Cl 


MR. WILLIAMS: - "Health Representations.” 


Pi Is that right? 
PI 
[41 
[5] 


MR. SHONKA: Yes. 

BY MR. SHONKA: 

Q: Does that paragraph reflect policy, as you 
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[8] understand it, at Reynolds? 
pi A: Yes, I would say so. 

:») Q: What about if we could skip down to 
raj paragraph D, "Documentation:" (Reading) 
[ 10 ] The company follows the 

[ir] maxim: Say what you mean and 
[i 2 ] mean what you say. Documents 
[i3j should not be written that (a) 

[i4] speculate as to legalities or 

[is] (b) deal with subjects that 

[i«l the Company has no interest in 
[i7] pursuing. Documents should be 
[is] written as if (because the 
[tai prospect is likely in many 
[ 2 oi instances) they will be 
pij subpoenaed and reviewed by an 
pa] opposing attorney. Documents 
[23] are not to be retained longer 
p4j than they are actually needed, 
ps] Everyone should familiarize 
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[i] themselves with the RJRT 
[ 2 ! records management policy and 

Pi 
W 


procedure. 

A: Yeah, I can't say I’ve seen a company policy 


[5] that says anything like this. 

!«l I mean, in general, would it be wise to say 

[7] what you mean and mean what you say? I think that 

(8] will be good.The rest of it, you know, no, I can’t 
Pi say that’s policy. And certainly as it relates to 

[io] document retention, with each new issue that comes 
(i ij up, chat has evolved over time, what is required to 
Si 2 ] be maintained and what isn’t, So, no, I wouldn’t 
(i3! pick up that paragraph as this. 

[u] Q: Does the marketing department try to say 
[is; what it means - say what it means and mean what it 
us] says? 

[it] A: I would hope so.Thai would be a good goal, 

[i8] anyway. I think we all try and do that. 

[is] Q: Going back to the top of page, the first 

po] sentence: (Reading) 

pi] The Company has no 

[ 22 ] interest in getting 

[23] non-smokers to smoke. 

P4j You’ve seen that, I take it, in quite a 
psi few marketing documents? 


ui 

N> 


00 

in 
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(il MR. WILLIAMS: I’m sorry, what’s the 
pi question? 

pi MR. SHONKA: I said: I take it she’s seen 

[4] that first sentence stated in quite a few marketing 

(sj documents. 

I$! MR. WILLIAMS: Well - all right, go ahead. 

PH If you answer it. Has she seen that statement 
l*j in quit|' a few marketing documents? 

Yeah. 

ITNESS: I've seen that in some 

.ents. I would say the majority don’t 
statement because the majority are about 
nd how we’re marketing to adult 
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PI MR 
[mi THE 
in) marke 
iiz] carry 

(is] adult s 
(Mi smoke 

list 

[i6] Q: 

[it] first started s 
ini A: 

(is) I kno 



BY MR.SHtj 

*ve any recollectio^abou^ when you 
ag it. those staten^alLJ 
, I don't know sp‘ 
my orientation wii 


poi well, actually, ivhen I interviewe 
pi] said to mg_verbally. During my te 
p 2 j during m^^gakorientation, it co 
[23] given to wriung. < * s ™^ 

pi] If y oufe aid ing I fir; 

psj writingfueould have been durini 


[i] onentatic 
PI Q: Hos^|t 
PI onentatic 



st don’t recall. It p 1 
,ut on marketing doc 

J 

ision? Do you reme 



ce I've pointed yoh-wimthe top of 


text of marketing 



ents? 


, the majority of i 

I with marketing to adult 

nerally, I would say that most of 
fdocumcnts don't carry that statement; 

i have you go back to Exhibit 4. 

; That's this one here? 

^That's the manual, 

tie] THE WITNESS: Okay. 

[171 BY MR. SHONKA: 

[i«] Q: The last page is signed by Tom Rucker. Do 
[i9] you know him? 

(291 A: Yes. 
pi] Q: Who is he? 

( 22 ; A: He works in our legal department, for Guy 
pa] Blynn. 

p4) Q: According to Exhibit 5, it says that he 
PS] was - 


m MR. WILLIAMS: Wait - I'm sorry.You're 

PI reading from 4 or 5? 

PI MR. SHONKA: I'm reading from 5 at the 
H moment, the first page. 

IS] 
l«l 


BY MR. SHONKA: 

Q: Review of advertising, packaging and 
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>iwas. 

Sts outside the 
i^wficn you first 


pi promotions, that he is a contact person. 

MR. WILLIAMS; That's what it says. 

BY MR. SHONKA: 

Q: Is that true today? 

A: Yes. He works on reviewing marketing 
[i 2 i programs. 

[taj BY MR. SHONKA: 

[i 4 ] Q: Has that been true at all times you've known 
[is! him? 

[is] A: I don't know exactly his job 
lit) accountabilities, but he's always been involved in 
li»] the legal department, since I've known him, in 
[i 9 ] reviewing marketing programs. I don't know 
po| specifically how they divided it up every year, 
pii but... 

[22] Q: All right. 

pal Has he been in the marketing department as 

[24] long as you’ve been at Reynolds? 

psi MR. WILLIAMS: Wait, wait, wait. Tin sorry. 


Page 79 


[i] Are you talking about Tom Rucker? 

PI MR, SHONKA: I'm sorry, I misspoke, 
pt BY MR. SHONKA: 

[ 4 ] Q: Has he been in the legal department as long 
is] as you've been at Reynolds? 

[sj A: I believe so. 

[7] Q: All right. 

(si On Exhibit 4, that's the manual, the last 
PI page, under "Conclusion," it says that: (Reading) 

[ioj During the course of your 
[t i] career at RJ. Reynolds 
[i 2 ] Tobacco Company, you will be 
[is] writing a variety of letters, 

(14) plans, memoranda and rough 
sis] notes. 

[is] Do you see that? 

[17] A: Yes,Ido. 

(18) Q: And then it follows: (Reading) 

Ii9] All wriuen materials, 

[ 2 oj whether internal or external, 

pi] confidential or 

[ 22 ] non-confidential, should be 

(231 drafted as if they might be 

p4| printed the next day on the 

psj front page of a nationally _ 
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tij known newspaper. We would 
! 2 l also suggest chat much of your 
Pi business can be communicated 
t*l orally and that the Company's 

(5) record retention policy be 

[6] faithfully observed, 
see that? 

: see that. 

itxen materials written as if they 
oe - appear on the front page of a nationally 
aerthc next day at Reynolds? 

JR. WlULIAMS: Wait a minute. Wait a 
jejj&il documents - is your question are all 
aterials - 

)NKA: I'm asking - 
JAMS: Just- 
$NKA: Go ahead. 

[LIAMS: If you war 
[ then I'll object. 

NKA; No, go ahe 
rst. 

1AMS: Overbroa 



questii 

rafted 




n answer that que 
at this witness has 
Verbroad question 
BY M 

to back up for a minute,Y|>ur 
at Reynolds have ijHpiifUi that of senior 
dent, executive vic|^^|ent for 
> 


that is in fact your current position? 

ou are in charge of all marketing - 

le company? 
ess nods head.) 

Q: You understand how the marketing department 
(irj works, I take it? 

|it| A: Yes. 

(is) Q: Ail right. Is it a goal of the marketing 
(ao) department to prepare all written materials as if 
tail they might be printed the next day on the front page 
( 22 ) of a nationally known newspaper? 

( 20 ) A: No, I would not say that's our goal. 

( 2 «l Q: Has there been an effort to do that? 

( 2 $) A: No, I would not say so. I would say that 


ti] 

Pi 

pj 

n 

[SI 

[61 

m 

(61 

pi 

( 10 ! 

[<») 

rizi 

1131 

ti*i 

[IS] 

[161 

Jim 

(18) 

[IS] 

rzoj 

[211 

1221 
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(2*1 

PS| 


til 

[2! 

[3! 

[*) 

(51 

PI 

R 

(*] 

(91 

(101 
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[ 12 ] 
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( 1*1 

(IS) 

[161 
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(191 

(205 
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it’s closer to: Be sure what you say is clear 
because obviously it's being retained; it could * 
appear anywhere. I mean, we've had those kinds of 
discussion: Be clear in your language. 

But I can’t say I've ever - I don’t ever 
recall telling people, you know, "Write it like it 
will be on the front page." 

Q: When you say, "Be clear in your language," 
that is like, “Say what you mean and mean what you 
say"? 

A: Yes. I would say that's closer. 

Q: .And you've had discussions in that area? 

A: Yes. 

Q: And you do frequently? 

A: No, I would not say frequently. But, you 
know, something will come up and I'll say, "You 
know, this 1 ' - like I’ll get a document and I’ll 
say, ’You know, this really isn't clear; it could be 
misinterpreted. It’s important to be clear in what 
you say.” 

Q: Okay. What about the next sentence in the 
manual? 

It says: (Reading) 

Wc would also suggest 
that much of your business can 
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be communicated orally and 
that the Company’s record 
retention policy be faithfully 
observed. 

Let's take the first half of this 

sentence, "We also suggest that much of your 

business be communicated orally." 

Does Reynolds attempt to - the marketing 
department attempt to conduct much of its business 
orally? 

A: I would say that it really depends on the 
person in charge, not just the head of marketing, 
but your direct supervisor, what their style is. 

Some people like everything written down. 

You know, even if you have an office two offices 
away, they like to get a memo on it. And some 
people like to talk.And - and, so, I would say 
that it's much more driven by what is the style of 
the person in charge. 

Q: Is that - the marketing - let me back up. 

As I understand the marketing department, 
there are - or have been, in the past, several 
areas within the marketing department and several 
departments within the marketing department? 

A: Yeah. Kind of like subareas within the 


in 

to 

p 

00 

to 

-J 
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(i) total marketing department, yes. 

pi Q: And frequently one of those has been 

Pi something like “New Brands"? 

H) A: Sometimes. Not - 

isi Q: Not currently? 

(si A: Not currently, not always. 

Q: All right. At other times there’s been an 

W? % 

ands ? 



s, yes. 1 mean, the structure 


knoW, it changes. It again depends upon 
ha®&e, how they like it broken up, and 
rities arc. So what ! sut^^s exist 
■olves with whose^ySin charge, 
been some area^withii^njarketing 


(t7i where a polic^of oral communi' 

(is) foiiow^a^ 

(isi A: Lifes^jMt do you mean? 

(20] commfmicatttins? 

Q; To the greatest extent possible'! 
A: No. jjgjgjs uld not say I’ve eve: 
pal only do cHicoftimunicamu to 
p«i possible. 

m Q: iiHPPhc in the? s of 


pi] 

paj 


(i) (Reading' 
pi We W( 
PI that muc 
PI conduct' 

(5) Have theri 
(«! marketin, 
pi been co: 

( 8 ! 
f»l 



also suggest 
your business be 


ien subareas within 
irtment where muj 
;d orally? 
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c business has 


MR. You mean - gojahe^d. , 


THE 


(ioj observati' 
mi It- 
(i?l get toge 

(13) boss wh 

(14] you migl 
(tsj to the do 



: Again, I think itppfiis. My 
|t depends upon who’s in charge, 
ou have a boss who likes to 
r apd talk, then you talk. If you have a 

s everything written down in a memo, 
in to him and say, "I think we ought 
I and he says, "Write that up in a 
[i6| memo for me." And so you write it up in a memo. 

[i7i And that’s sort of been my experience: It's 
[is] the style of the person in charge who really drives 
(lei that, more than anything. 

BY MR. SHONKA; 

Q: And you've been with Reynolds 16 years now? 
A: Sixteen years. 

Q: All right. Who are some of the bosses that 
p4j have - that you’ve seen who wanted the oral 
psj communications? 


(20) 

pi) 

( 22 ) 

P3] 
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(i| A: I think that - it’s not a matter of wanting 
PI oral communication, it's a matter of their style is 
[a; to sit down and talk about things. So I want to be 
(4] careful on that. But I would say I'm more like 
isi that; I tike to sit down and talk with me people. I 
[6] think Andy's more like that; he likes to sit down 
[7| and talk with people. 
pi Q: Andy Schindler? 

pi A: I'm sorry, yes. 

[10] Q: How about Larry Hall? 

[11] A: I think he was more in the middle. He liked 

[tzi things written down, but he liked things - I mean, 
(i3| he would talk, too. 1 would say he’s kind of a 

)i4] "balanced in the middle” kind of guy. 

[is] Q: Qrlowsky? 

(i«) A: Gosh. I didn't work directly for him. So 

[it] it's kind of an indirect observation, 

[ii] Q: Who followed Orlowsky? Winebrenner? As 
(is] vice president of marketing - senior vice president 
(to] of marketing. 

pi] A: I - I’m thinking he was senior vice 
p?) president of marketing, John. And I don’t - I 
p3j think that was Marty's title; although Marty's title 
p4j may - could have been executive vice-president, 
ps] Q; Marty being Orlowsky. 
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HI A: Yes. 

( 2 ! Q: Was - well, the point is, at one time 
pj Orlowsky was in charge of marketing. 

[4] A: Yes. 

15] Q: And then, after he left, did Winebrenner 
(6| follow him as head of marketing? 

Pi A: I think so. I can't remember if there was 
PI someone in between or not, but 1 think it was him. 

Pi Q: How about Winebrenner’s work habits? Were 

(10) they more toward written or - 

[11] A: Again, I didn’t work directly for him, but I 
|i 2 ) think he liked things in writing, I think. But I 
]i3) didn't work directly for him, so it’s ... 

[i4] Q: You did work with him at some times, though, 

[is] didn't you? 

[is] A: Well, I had -1 was in meetings with him 
[i7] and things, obviously, because he was head of 
[i8i marketing; but he was not my direct boss. 

[is] Q: How about before he was head of marketing? 

[ 2 o] He did established brands at one time when you were 
pi] there, wasn’t he? 

[ 22 ] MR. WILLIAMS-. I'm sorry. What's the 

p3] question - 

p4] BY MR. SHONKA: 

psi Q: Wasn’t Winebrenner in charge of established 
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HI brands while you were a brand manager? 

Rl A: You know, I really - I thought his position 
Pl was head of marketing; maybe it was just head of 
t«i established brands. 

Pi Q: I was talking, before he became head of 
(G| marketing, wasn’t he in charge of established 
P] brands? 

can^ remember. 

'e at one time? 
can t remember, 

MAMS; She said she doesn't know. 
iESS; Really, honestly, I can’t 
icre's just been ajot of people and a 
fe^ent titles 
|NKA: Okay. All ri; 

BY MR.SHO 
5 ur understanding/thtsn; 
tis manual, which 
libit 4, was not folj^ 
tion that business Ifeo 
A: I'm not saying it wasn't 
[221 savin frlteaha r, in general, I thi: 

P3) writtem dos@ti and how much 
pi) writimfli^nore driitTm|y the 
psi yojIPisIlPthan an)^^ else. 







is 

to as - 
ith regard to 
cted orally? 

.Ail I’m 
.uch is 

orally versus in 
f the style of 
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HI U:^y 0 aai’d go back to Exhtl 
Pi draft ^rao. 

pi Thriller one, that is dat^ 
LIAMS: Right here 
NESS: Oh, I’m soiiry. 
: This one ovj 


rich is the 




s'Do you 


Yes. 

BY MF 

.We’ve talked about Tom Rucker 
you ever work with Mike Johnson, in 


what was his area? 

all, primarily sales issues. 

Q: What do you mean by "sales issues"? 

A: Merchandising contracts, private label 
[it] contracts, issues with stores. 

[i 9 ] Q: Okay. 

poi A: That’s my recollection. I’m not saying 

pij during this whole period I know exactly what his 
P 21 accountabilities were. 

pa] Q: So by relationships with stores, do you mean 
pij contracts for Point of Sale displays? 

PS] 


A: Yes, that sort of thing. 
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in Q: Do you understand or have an understanding 
(21 of what "Public Issues" refers to in connection with 
P) Mike Johnson? 

HI A: I’m not really sure what they meant here, 

[si no, 

(si Q: Okay. How about Rob Shaw? Did you ever 
in work with him? 

is] A: Yes. But, you know, I don’t have much 
(#! recollection of doing much with him, 

[to] Q: Okay. What do you recall about working with 
in] him? 

[i 2 l A: I think he was - the Rob Shaw I’m thinking 
[ta] about, he was in our New York office, I don’t know 
in] if it’s the same one or not. 

(isi Q: Is there a coupon redemption center in 

[is] New York? 

[it] A: No, no. Huh-uh. I think he was with 

[i«] Tobacco and then he moved to New York, I’m thinking. 

[is] if it’s the same person. And I’m not really sure. 

poi Q: And then Guy Blynn? 

pi] A: Yes. Guy, obviously. 

pal Q: And Bob Bricket? 

p 3 | MR. WILLIAMS: Rickert. 

PD MR. SHONKA: Rickert. 

ps] THE WITNESS: Where are you? 
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[1] MR. SHONKA: R I-C-K-E-R-T. 

[ 2 ] Item 5, into the second line. 

PI MR. WILLIAMS: And what is the question? 

Hi What’s the question about? 
tsi BY MR. SHONKA: 

(«l Q: Have you worked with Rob? 

[ 7 ] A: I don’t remember Rickert. 

pi Q: Bob. 

PI A: I don’t remember Bob Rickert. 

[io] Q: Regarding legal department review of ads, 

[ill how was that implemented? 

[i 2 i A: Well, when we’re in the development phase, 

[is] we’re sharing ideas with them and getting their 
[hi feedback on ideas. So whosever’s developing the 
[isi ideas is sharing it with them, And then, when it 
[i«l gets to where we're actually running the ad, then 
[i7] there’s like a formal sign-off by legal that the ad 
lie) is okay. 

[i»i Q: All right. Sign-off by legal on ads. How 
poi about on promotions? 

pij A: Probably. I just don’t remember exactly the 
[ 22 j forms they used. I mean, you'd have to ask them, 
pa) But they sign off ~ they review all the promotions 
pi) and ads we're doing. Meaning - 
[25] Q; Are ads ever run without passing them 
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[H through legal? 

pi A: I don't think so. no. 

Pl Q: What about promotions? 

p) A: I don't think so. 

{si Q: What about the most routine promotions? You 
(6i mentioned earlier something like 25 cent off. 
m A: Well, ft wouldn't be a new promotion, then; 

Hi it wqjuld be Something we'd been doing all along. I 
Pi meat^|yfepis a new promotion, they'd have to go 


(io] overit-and decide if it’s okay, 



, every day - I mean, you sort 
derstand the process. But every day, 
cross the country, ■gye're doing 



product. So, I mean, 
they couldn't 
w, it’s - a 
"25 cents off' on 
es the salesman 
;o In and start pui 
s department give 1 
[211 salesmen on what they’re alio 


( 22 ! they're 
pa] of disci 
[24| that dis 
[ 2 S| disc 



wed to do with 
y can offenand 
can be fnaftow 
be. 



MR. WILLIAMS: Can we go o 
t|KA: Yeah, 
n off the record.) 




nothing 
yway. I 
into a 

c]i of packs, 
orizes the 
cent - 
es to the 
and what 
what kind 
at value 
ntity that 


Page 93 


ord? 


BY MR, 

| the Colorado Ado ption Prfo jcct? 
o Adoption Project 



sure, 
ever heard of it? 
now. It just doesn’t ring a bell 



ut the initials CAP? 
ink I've heard that CAP program, 
a retail program or something. I 


Q: Hi! 

A: 

[i4i Like it i 
[i5i don't k| 

(is] Q: What - what is your understanding of CAP 

Oh program? 

(t«l A: l just can't remember. Honestly, I can’t 
(i«i remember. 

poi MR. WILLIAMS: Do you have a document you 

pij could enlighten us with? 

MR. SHONKA: I just wanted to know. 

BY MR. SHONKA: 

Q: I’d like to get - just clarify my own 
PS] thinking on a couple of things here regarding lines 


P21 

(231 

(2*1 
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[1) of authority and decision-making in the marketing 

[ 2 ] department. 

PI Now, concentrating on the period between, 

[ 4 ] say, '83 - '82 and when you arrived, and let's go 
Pi to the beginning of the Joe Camel campaign. We’ll 
Pi set that as, say, December 31,'87, through the 
[ 7 ] birthday celebrations; is that right? 

Pi A: Well, the birthday celebration actually ran 
(01 in 1988. It was - we were developing it in 1987. 

[ioi Q ; Okay. No birthday ads ran in '87? 

(iij A: Well, you know, they might have got out a 
[in little early, but the idea was for it to hit in 
[i3! 1988.That was the 75th birthday. 

(u) Q: When you say they might have gotten out a 

[is] little bit. If they did, would that have been in 
[ 16 ] test markets? 

(in A: No. If it did, it’s just because we put it 

[it] in a magazine and the magazine was on the newsstand 
[to] in December or something. 

pci Q: All right. So, during the period of'82 to 
[ 2 i] '87, do you remember who was in charge of the 
[ 22 j marketing department? We mentioned Orlowsky.You 
[23i thought maybe Wincbrenner? 

[24] A: '82 to '87, I'm going to say - I think, 

[ 25 ] when I joined the company - I think this is right, 
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(ip Jim Johnston was executive vice-president of 
[ 2 j marketing and sales. And then, underneath him, I 
pi think it was Larry Hall who was head of marketing, 
w Yes, I think that’s right. 

[ 5 ] And then, after Larry, I think it was Marty. 

Pi And after Marty, maybe John. But then there were 
[7] EVPs that were different too. 
cat Q: EVPs? 

pi A: Executive vice presidents. So I think they 
(io; were sort of senior vice presidents.The mar - 
(i i] well, I don't know which Marty was. But Jim 
[i 2 ] Johnston was an executive vice-president and Clyde 
[131 Fitzgerald was an executive vice-president. 

(i4] Q: All right. 

(isi A: So I don't - I'm not sure, you know, exact 
[i6] titles. 

[i7i Q: You began as a marketing assistant in 1982? 

[i6] A: That'S right. 

[iB] Q: And at that time there was an established 
pc] brand part of the marketing department? 

[ 2 i] A: Yes. 

[221 Q: Okay.And let me see.You began with the 
pa] Now brand? 

[24] A: Yes. 

(251 Q: And the Now brand reported to a group_ 
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Ml marketing director; is that correct? 




A: It could have been their title then. 


131 Probably was I ]ust don't remember, 

141 Q: But is it correct that Camel. Now, and 
[5] Dora! - Doral; which is it? 
m A: Doral. 

m Q: Doral,You can see I don’t smoke. 

Now, and Doral were in one group 

« 

riot A n't remember, really, 

«y 

[.Were various brands grouped together 
Shion? 

^ you know, over time - it just 
( you know.You mt&raa*|or some reason, some 

tether? Not to 


at, so we 



on, were they gro| 
dge. 

1 right. Well, in i 
lished brands - 

sne part. 

A: Uh-huh, 

then another part 
t»j haveNlfcn #ie - or was, at thlt 

{29) psidew prod^^evel 




rketing would 
ew brands? 




nt? Is that the 



jt was called 
ybe it was new 




d have been. But I thr 
s. Maybe I’m wroij 
:t development. 

^new brands deal wfah brands that were 
the market or bra^^^' had not yet 
stablished by somejt^daj'd? 

usually - I meai^slpinlien - this 
recollection. was a new 

en it was in development and it was still a 
, maybe, for - you know, till it got 
ished. Like - I don’t know.The first year 
or at least past test market and launch. 

(u] I m^^^iat group hung onto it until it was more of 
tisi an sls&is^ed brand. 

lie) Q: All right.Then beyond the established 

[i7] brands, new brands, there was a marketing 
(ig] informations section or department; is that correct? 
(is] It might have been - had several different names, 
poi marketing development, marketing research - 
A: Right. 

Q: - marketing information? 

Ar Changed over time. 

Q; So all three of those reported to - were 
ps) within the marketing umbrella; is that correct? 


P'l 

P21 

CM] 

P4) 
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Ml A; I believe so, 

pi Q: Now, in addition to that, there is also a - 
PI for lack of a better name, a services department? 

(4) A: Marketing services, uh-huh. 

(5) G: Is that it? 
i«] A: Yes. 

Pi Q; That 's actually the name of it? 

[bj A; Well, I think it was - 
[bj Q: Or close? 

|io] A: - but I can’t remember for sure. But - It 

Mil could have been marketing operations, it could have 

(! 2 ] been marketing services, but - one of those titles. 

Mai Q: And marketing services handled things like 
[i4] media? 

[i5l A: Yes. 

(iei Q: Special events? 

071 A: Yes.Well, I think the special events group 

(i«] was part of marketing services, but they could have 

[is] been their own department. I don't know. I don’t 
po] re call. They've been both, 
pi] Q: Promotions? 

p 2 i A: Now, what time period are we talking about? 
pa] Just this 1982 when I started, or ~ 

[241 
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MR. WILLIAMS: He’s in nineteen eighty - 


ps] all your questions have been when she started, in 
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Ml '82? 

PI MR. SHONKA: When you started, yes. 
pi THE WITNESS: Just when I started, in 1982, 

[4] what existed? 

PI MR. SHONKA: Yes. 

(«] THE WITNESS: Yeah, I think there was a 
Pi promotion group when I started in 1982, yes. 

[8] BY MR. SHONKA: 

p] Q: Okay. And then - so now we have 
pci established brands, new brands, marketing 
tui information services. And then specialty products, 
[i 2 i or something like that? 

[i 3 | A: Oh, yeah, that’s right, specialty products. 

[i4] It existed too. 

M$l Q: And that is things like chewing tobacco, 

[isi roll your own? 

[i7] A: Yeah. It was the non - I don't know what 
[isi their products were; I don’t remember, But they 
(id were - 

[ 20 ] Q: Non-cigarette? 

pi] A; It wasn't cigarettes. It’s tobacco products 
[ 22 ] that weren’t cigarettes. 

pal Q: Okay. Anything else under the marketing 

P‘i department, besides those five? 

ps) A: I don’t remember anything else. 
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in Q: Now, did that structure - I know names 
Pi changed and ail that, but did that structure, 
bi established brands, new brands, marketing 
[*l information, marketing services, and specialty 
[si products, did that structure more or less stay 
[sj intact - well, okay. Did it stay intact during the 
tn periodJ^etwjpen 1982 and 1988? 

[si A: Inhere w|:re changes over time.And I don't 
[91 know what years they occurred, but the 

[io) structure wasa constant evolving thing - 

[i 21 A: -^depending upon who was in charge and how 
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(is) they v«§gg|te£| 
[i«l they v|gn|||L 
[isj given plffili 
[is] were, peEdstaji 
[iTi we had a net 
[ib] Somet|$Si|£;gji 
[io) somcdtstftlk 


O organize it and V5|iich departments 
p have. So I can’t teli'^^^t any 
i time exactly what |pf aepartments 

£ aey did change o|«r tih^. Sometimes 
rand group; som eti nfis v^e didn’t, 
fecial events was pa« iSfrllrketing; 
hasn't. Sometimes t»®scj^re - 


120 ] analysis was separate from mark 
f 2 i] sometimes it wasn't. 



(23j know, as* 
p4) different^ 
ps) and sc* 


(i) to what i 
pi promotic 
P) wasn’t. S< 
W just... j 
[sj Q: All 
(sj is; How c 

Pi of advert 
Pi A: IIP 
[») Q: Or 


depended on - J 
y^VeTlalked J&gmt, the? 
3Co|>le in ch|fjgj*,jand tl 
fsfi up the Itrucfure, ij 


ivanted. Sometimes'^ 
cvclopment group; sc 
Imes - you know v,|ii 


ifiSSf.you 
jbge|i a lot of 
’ would come in 
ffe modifications 
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nes there 
Ian? It 


What I’m trying to undersiand 
| these pieces fit togranSrm terms 
particular brands o^pgftes? 

■they fit together? L 
e change that, HowWffH^y fit 
rms of marketing particular brands of 


|i 2 ) A; Wegl I'U take a shot at it, and I’m not 

[is) sure this wh at you're asking. But how they sort 

[Kl of fit togf melis^ at an operation kind of level. 

[isj At a gct-twPwl?rk-done kind of level, I'm talking 
(is) about, not a high level. 

(i7) Q; Yes. 

[ib) A; There's a brand group, And let’s say 
li»l they're an established brands or new brands or - if 
po) new brands didn't exist, just established brands, 
pi! But it's a brand group; let’s say the Camel team, 
p 2 i They're in charge of putting together a plan for 
[23] CamckThe strategies, the objectives, the programs 
P4) we want to run behind Camel. And then, all the 
psi other departments arc charged with helping get that 
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m done. 

Pi So the promotion group helps - if there was 
PI a promotion group, depending on the time period. 

(4) they might help the brand group execute those 
ts) promotions.The information department would help 
[6) the brand group do research on that brand,The 
Pi marketing services department would help, you know, 
pi select the media or help with the promotions. 

PI You know, so at the core of it is the brand 
(id group.They're responsible for the brand, 

|i i) essentially, what's planned, what they want to get 
(i 2 ) done. And then everybody else sort of surrounds 
(isj them and helps gets it - helps get it done. 

[i4j Q: Is it a hub and spokes analogy - 
[isj MR. WILLIAMS: I object, vague. 

[is) THE WITNESS: Yeah, I think it is. 

[in Although - well, let me just say this, that it just 
[is] depends on who’s looking at it. You know, if you're 
MS] in the brand group, you might see that analogy. If 
po] you’re in another group, you might not think that's 
[ 2 t] an appropriate analogy. 

[ 22 ] MR. WILLIAMS: He's with the FTC; how would 

[23] they see it? 

[24j THE WITNESS: I don't know. 

125) BY MR. SHONKA; 
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|ij Q: You saw it as hub and spokes? 

[ 2 ] A: I think, in general, that's right. I mean, 

[3] in general. If you're saying there's one group who 

[4] son of is responsible for developing the direction 
ts) and it moves out from there, that’s accurate. 

(6) Q: AU right. Now, how are - surely there 

[7i must be conflicts that arise in a situation like 

ss) that, where Camel wants to do one thing and Winston 

Pi wants to do something else. Is that correct? 

(io) A: Sure. 

[i i) Q: How are those conflicts resolved? 

(121 A: Well, normally -1 can’t say it's always 

(is) the same, but let me give you son of what I would 

(i4) call as representative of how they’re resolved. 

[isi Let's say Camel wants something and Winston 
(iaj wants it too. Usually the head of Winston and the 
tin head of Camel would talk. And if they can't work it 
[is] out, then they take it to the next level, which, 

[isj depending on what point in time we're talking about, 

poj the titles and levels change. 

pi] But whatever the next level is, if they 

[ 22 ) can’t resolve it, they take it to the next level. 

[23] If those two people can’t resolve it, they take it 
(24| to the next level, which might be the head of 
psi marketing. If those two - if that person can't 
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(H decide, he might go and talk to about it the EVP of 
pi marketing and sales, if that position existed, or 
PI the head of the company. 

(4! I mean. 1 would say most conflicts are 
m resolved before they get all the way to the end 
(«] point. 

pi CL And the end point being the president and 

pi ^^g#CEO, right, the ultimate decision-maker. 
(io: *pi in terms of decisions to run new ad 
t"! what level are those - were those 

[iz] dfesions^made in the period between ’82 and '87? 
[is] /teJ ua&ild say that our president and CEO 


it*] wfoujjg-and if there, at times, 
[is] cfOT^luid say it involved || 
(i 6) about new exccu|k 

cm campaign#At what level? | 
[is] I would say, in geJt 

[i9] tl^^^^of marketing. Prob^ 
[zo| marketing and sales. Not neqg. 
pij president or president and Cfi^ 


[22] kno| 
pa) how? 
pjj and| 


Pi decRi 
pi head 
pi A? 


Ijep^nding on how Lrrj 
|femnt the^jg than j 

iri-ight. So our we're 


i made at the head 

marketing? 

ti 1982 to 1988 wi 


sresident and 


ins &jg : an existing 


infinitely 

S head of 
always the 
sometimes.You 
gg§| the brand is and 
previous executions 


ting about 
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e level of 


g about, 


!«l APFW§>uid say, in gencralfgSSSSS£h I wasn't 
(?) tha#^§ti know, I wasn't u F|!i|§!|§|fN head of 
pi So I'm not positive tf att?he head of 

(») maifes^ifg didn't get - go shfPllllllfything to the 
[io] CE9$H%as just my perception. And it could be 
tii] bcclS*8iS^I was lower in the organization. But the 
im heal? of jnarketing was making the decisions. 


pi! A. Sfi*. you know, I can't -1 can’t be sure of 
ns) 

[isi Q: Now, you've mentioned the head of marketing 

[17] and you've also mentioned a head of marketing and 
[19] sales. 

[18] A: Right, 

pc] Q: Was there always a person who had respons - 
pi] ultimate responsibility for both marketing and sales 
[Ml who was yet below the level of the president and 

[23] CEO? 

[24] A: No. Sometimes that existed; sometimes it 
[ 2 $l didn't. 
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[ij Q: Did it exist in the period between ‘82 and 

12] '87? 

p] A: Like I said, I think, when I joined the 

W company, Jim Johnston was EVP, executive 

[5] vice-president, of marketing and sales. And I think 

[«j that Clyde Fitzgerald followed him and was executive 

[7] vice-president of marketing and sales. 

pj Q: Let's go in a little closer to the period 

[9] 1987/'8S. 

[to] A: Uh-huh. 

ini Q: Did the position executive vice president of 

[i 2 ] marketing and sales exist at that time? 

fi3] A: '87/’88? I think it did. I’m not positive. 

[i4] But I think Clyde Fitzgerald was executive 
jlis] vice-president of marketing and sales. 

I [is] Q: Okay. In terms of priorities with marketing 
[it] a brand, how are - were marketing decisions 
[iei communicated to, say, the promotions people - the 
(is) services people, from brand? 

[ 2 0] A: Well, we pretty much talked every day, I 

[ 2 1] mean, you know, we would - I mean, we worked 
[ 22 ! together all the time. So we would talk to each 

[23] other. 

[24] Q; Let’s - well, let’s take this as a 
ps] question. If - 
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[i| MR. WILLIAMS; We’ve been raking everything 
PS you've said as a question. 

[3j MR. SH0NKA: Good point. 

[ 4 , BY MR. SHONKA: 

(5i Q: If somebody in established brands wanted 
(*l research done on the brand, I rake it - and the 
m established brands - in the research department. 

[si information department, there was a group that dealt 
t9] with established brands research; is that correct? 

[io] A: Right. In general, there was research 
ini people assigned to each brand. 

[1 2 ] Q: Okay. So you had research people for the 

[13] established brands, research people for the new 
[u] brands? 

(isi A: Well, in general. Depends upon the time 

(16) period and exactly how they had it organized, but in 

[17] general you have research people assigned to each 

[i«] brand. So you would have one or more people who are 

[19] in charge of helping with Camel research, one or 

[ 20 ] more people in charge of helping with Winston 
pi] research, one or more people in charge of helping 
[221 with Salem research.You know, they’re assigned by 
[23| brand. 

[24] G: All right. If the marketing manager for 
ps) Camel wanted research on the Camel brand, the 
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[i] request - did die request go directly from the 
p? Camel brand manager to the research people in - 
PI responsible for the brand research? 

I*) A: Yes. 

(si Q: It did not go up the chain and then back 
I®] down the chain? 


m 


A: Not usually. But, again, you can’t make a 


is] blanket statc'qicnc. Because, you know, the head of 



t decide there’s something he wants to 
goes to the head of research and says, 
search," and then it comes down to 
at could happen, 
though, I would say the head of 
the Camel person t&igne.d to research 
:*s what I’d like dos 


Pi mark 
[mi know, 
in] "I wa 
pi! both 
os) in 
(u) Came 
its] and 52 
lie] ofthei 
(i7] brand*an 
(i«l this.” 

[i«] Q: ©ka' 

[zo] Say of coordinating 

( 2 il as an example, say Camel wants ti 
[ 2 zi registersf&tjsoint of sale. Say the 
ps) sales dcjUmhe^h is it, wanted to tlo 
(24) instead ofUitnel. Did <3*sl£if&cts 
P5] A: 



search person gots to 
”1 think you oughf w 


e head 
bead of the 
oing 


PI 


Q: An 
MR.W1 
p] testified 
(41 resolved 
(si in the be 
[6] MR. S 
p] then. 
m MR. 

[9] question: 
(,oi THE Wl 
(ii] is, the pi 
( 12 ; the - the] 
(131 Winston 
(i4j If they o 
(isi next levi 





o^r were those rcsolv 
MS: David, wait. She 
ow those conflict: 
a^s how we got into 
8- 

: It was a broader! 




IS: I think it's exad 
;o ahead and answ|^^^n. 

SS: You know, what would happen 
esponsible at that level, like 
would be brand people responsible, 
amel, they try and work it out first, 
t work it out. they’d go up to the 
c next level, until cither 

(16] somebody either made a decision or kept bumping it 

(17) up. 

d«l BY MR. SHONKA’. 

[i9| Q: Okay. 

( 20 ) You mentioned that the research department 
pil had - did research - bad people assigned to 
pa specific brands. What about research that was not 
pi) brand specific? 

124) A: Again, it would depend upon the point in 
PS] time. But there have been different groups in the 


Paga 1 1 0 


(i I marketing research group that just did general 
j ( 2 ) stuff, general research issues, segmentation of the 
pj marketplace or strategic issues, that sort of thing, 

(4) that weren't assigned to brands. 

[sj Q: And who would - who would make the request 
is] for that type of - for research not directed to a 
PI specific brand? I take it, it didn’t come from the 
pj brand managers, 
pj A: No. 

(io) It wouldn’t ~ it would - I would say 
HU generally - you know, again, during this whole time 
!<21 period we’re talking about, sometimes I’m in a lower 
(ii! level, so I might have a misperception of exactly 
(i4i how it was done. 

Q: Let's focus on periods where you have a firm 
(isi perception, if you don’t mind. And give me the 
ii?) date. 

A: Well, I would say, by the time I got to a 
(is) senior brand manager kind of level, then I would 
( 20 ) have a better perception of how that was done, 
pi) because I would be a little higher up. 

MR. WILLIAMS: 1987. 

THE WITNESS: 1987. 

BY MR. SHONKA: 

Q: All right. So in 1987. 
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[ 22 | 

[ 23 | 

( 24 ) 

(25] 
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in A: I would say that, in general, from that 
( 2 ) point on, I think it was usually a discussion 
pi between, like, the head of marketing or the head of 
[4| marketing and sales. Or, I think, also how it 
| (S) happened is the head of marketing research might 
l»] decide he wants something done. I mean, it's his 
(?) responsibility, being in that position for the 
(s| company, to think of what needs to be done for the 
[ 9 ] company, and he might decide it on his own. 

[io] So it would be son of some key management 
in) and marketing.lt could also be the head of the 
(i 2 ) company; the head of the company might say I want 
(i 31 something done. But, in general, that group was - 
Ci4] it wasn’t brand specific issues, so somebody else 
[isi was saying there’s a bigger issue I want you to look 

(16] at. 

(17) Q: So it would come firom a higher level? 

!i8] A: A higher level or the head of research 

(i 9 ] himself. Or the research group themselves would 
( 20 ! decide, Gee, we think we ought to look at this. 
pH Q; At some time in there was Larry Hall In 
1221 charge of the marketing information? 
pal A: Yes. 

(24) Q: Do you remember - was he in charge of it in 

PS] 1984, do you know? _ 
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(■! A: 1984? 

PI Q: Yes. 

PI A: 1984. 

PI Q: This would put you when you were the 

js] assistant brand manager for the More brand. 

(6) A: He could have been. It sounds like he might 
m have, but I'm not positive. 

m TO: A^i was he there at the time that you became 
pi ti^ se^r brand manager for Camel in ’87? 

(ioi Iffl^WlLLIAMS: When you say "was he 


iONKA: Was he in charge of the 
g information/markeung research? 
1TNESS: I think h(K qs I'm not 
on that, though. I exactly when 

iclman took overlts bead of marketing 




:scarc|pl don't know exaiftj 
bug I think it was Larrjp 
vou know. I’m - pcojf 
Iwilnie. I'm not sure. P 
BY Mp 

&>Q|cay. Did the market^ 
- iff vou#view as a markepj 

fsf&R^ILLIAMsis^t. Is 


svhln the transition 
“ h«|e changed 

S rch unit play 
iager in '87, did 
eting? 

|'our question? 
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in A: I don't really know. I have no idea. I 
pi don’t know how they're structured. 

( 3 ] Q: You mentioned - as I followed your 
Pi discussion on what die marketing - the brand 
is] managers do, is it fair to say that it falls into 
isj two categories, planning and execution? 

PI A: Are we talking about 1982 to 1987? 
e Pi Q: Let’s move into '84 to '88. 

pj A: ’84 to 68? 

jioj Q: Yes. 

tit) A: So during 1984 to ’88 - the question is? 

(i2] I'm sorry. 

(is) Q: The market - the brand managers, is it fair 
[«] to say that they were responsible for planning and 
n (isj execution? 

!i6] A: I would say this.That depends upon what 
[t7] you're talking about. 

[lai I know that sounds -1 know that sounds 

[isj hard, but it depends upon how you define "execution" 

poj and what you mean by "responsible for execution.” 

pi) Because - for example, let’s say a buy one/get one 

122 ] tree promotion is in a store. Well, the field sales 

(23] force executes that. So you couldn't say,Well, 

p<] gee, the brand manager's responsible for execution; 

psj he or she isn’t out there executing It. But, in 
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[i] Lc tfene |u st object that it's i^i^cfine 
12] ”cri||caL'' please. 

pi C4# by MSi fPfojN KA: 

PI (Jfe Cim you answer that?[^ 

Pi Aligjsll, I guess my answtr wou^l be that the 
[ 6 ] map^S^ig research peoplep^gpg^with the marketing 
m resp&$l on the brand. So iLmmr&plking about 
pi t-hgas peC ific marketing rescfrc|ppei'son assigned to a 
( 9 ] bra^|jj|^wouid say they wep^g^^rtant in helping us 
[ioi undgj^aand adult smokers. 

tii) ^Yjjpu wouldn’t consider them expendable, would 
ti2) yotg? 

[is] $P®|ll, you know, again, it depends on what 
[i 4 i yo^^lking about. I would say that marketing 
[isj respi^fes^ not expendable, that marketing research 
lie) is very important to us. But there are companies 
ti 7 ] who have it as an entirely outside function.There 
(is) are companies who have it as an inside function. 

(i#j I mean, so I would say that marketing 
[20] research, research on adult smokers, is not 
pi] expendable; you need to do research, 

[22j Now, who does it? Well, that's - you know, 

[»] there arc many ways that you can do that. 

p 4 j Q: Are you aware of any tobacco company that 

psj outsources its marketing research? 


[1] general, I think oversight of execution, you know, 

[ 2 ] making sure it gets done. I mean, if that buy 

pi one/get one free didn't get executed, people would 
l«! be asking the brand manager, "Why not?" 

[Si Q: What about planning? 

lei MR. WILLIAMS: What do you mean, "What about 
Pi planning"? 

pi BY MR. SHONKA: 

pi Q: I had said there were two areas, planning 
[io] and execution. 

(i i] MR. WILLIAMS: Right, Just - 

(i2l BY MR. SHONKA: 

mi Q: I believe the answer was execution. And the 

[u] question is: Was the brand manager responsible for 

(isi planning? 

[i«l A: Again, it would depend upon what kind of 

[it] planning you're talking about.The brand manager 

[i9] would be responsible for coining up with the plan for 

[isj the brand; you know, strategies, objectives, 

po) programs. But that has to be reviewed by that 

pi) person’s boss, the head of marketing, probably the 

[ 22 i head of marketing and sales. 

pal So, yes, they are responsible for the plan 

p«i for the brand; but approval of that plan, you 

( 2 S[ know - so it depends upon exactly what you mean. 
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(i) Their job is planning and execution, but a lot of 
pi people are involved with that,You sec what I mean? 
pi Q: Sure, But then the actual business plan 
(4| itself for a brand is determined by levels higher 
[si than the brand manager level? 

(si A: No,The brand manager would actually create 
Pi the brand plan for the brand. Now, the approval of 
[»l that pl^T- % 

|ioj A: - ornrodifications to it from higher-ups 
Hu could 
[iz] Q: 

[iai A: Ycylknsgjv, you go and take it and you present 
[u; it to ycprt$§^ boss, and your nexTboss says, "I 
[is) got a p^^^^with X, Y, Z," And y^p||Plitck and 
:<6) work more and then ni-p.reseAt it. 

[i75 So me‘Sra|^ manager, at this gbinf-in time, 

(i #5 would ^-responsible for developpP«liS|it who 
(i9i actual!^ haMapproval authority tom, "Q&ay," or, 
pot “You gH^trpFntsent it,” depending onpmat piece of 


let, boss, and your ncxfbe, 
ifwith X, Y, ZAnd y|||i 
ime more and then rC>pn 
a|^ manager, at this pour 
fusible for developpp 

« f! ' proval authority to 
sent it,” dependingon 


>s sgys, "I 
PHick and 


me, 
t who 


py. or. 
jt piece of 


pi] it it is, you got to present it up the 


[221 Q: Ho' 
P3] approval 
[24j A: Wei 
PS} is, at a pi 


[1] marketxni 

[ 2 ] marketin; 
pi presentei 


|put the final plan? 1 
1 thalfinal plan? 



mm 1987 

o the head of 
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I also think it was r§ili 
sales. And during some* 
the president and/pPS 


Q: No^&did there come a time when a il the 


is] planning i 
(6i consolid^ 
pi A: No.§ 

! s l Q: ~pM 

(91 A: No,3 


Consolidated - for all brandy was 
b a particular place 


[B| Q: -p^^iarkeung department? | i 
[9] A: No.^^^'s general - thcrc'sp^^^ime 
|ioj when tireig^gis general planning done.You know, 

[11] like ovcntiLplans for the company. But in terms of 

[1 2 ] planning^ir a specific brand and what a specific 

[13] brand doll^Pl the head of that brand. 

[14] Q: AJU $pl| 

[is] MR. SlIQ^SS^John, you're looking at your 

[i«] watch again. 

[17] MR. WILLIAMS: Same comment. 

(.81 MR. SHONKA: Which is? 

(i»! MR. WILLIAMS: Just trying to figure out how 
[ 20 ] much fun we’ve had this morning. Do you want to 
pi] take a break? 

C 22 ] MR. SHONKA: Well, it is 12:30. Do you want 
(23i to go off the record? 

[24] (Discussion off the record.) 

PS] (Recess taken from 12:30 p.m. to 1:20 p.m.) 
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[,] BY MR. SHONKA: 

[21 Q: Good afternoon, Ms. Beasley, 

pi A: Good afternoon. 

[4] Q: Did you have a good lunch? 

(si A: I did, thank you. 

[6[ Q: Ready to go? 

[7] A: 1 am. 

(B) Q: When wc left off, we were talking about 

[9j planning and marketing plans. What resources does a 

[10] brand manager use in developing a marketing plan? 

[11] A: What resources? Do you mean like the people 

[1 2 ] or- 

[13] Q: Materials. Information. 

[14] A: Information. Okay. 

(is) Well, you know, you probably - just 

[is) depends. But let's say -1 know it. but it does. 

(i 7 ) Let's say it's an established brand that’s 

[is) been around a while.You might look at what 

[i 9 ] information there is about what programs have worked 

pc] in the past, you know, if there's some promotion 

[ 2 .] that did really well in the past.You definitely 

( 22 ) look at what your competition has been doing and how 

(231 effective that has been, recent work on the adult 

[24| smokers, your - the adult smokers that choose your 

psi brand as well as competitive brands that you're 

Page 119 

[t] trying to get people to switch from. 

[ 2 ] Q: Is chat the segmentation studies? 

(31 A: No. I wasn't really meaning the 

(41 segmentation studies; that's brand specific I was 

(Si talking about. But it could be used as a 

t«l segmentation study.That's not necessarily true; 

Pi sometimes. But if there was a segmentation study, 

[8] you might use that. 

[9] Q: Okay. 

[io] A: You know, there would be product 

(i i) information: How your product performs versus the 
[121 competition.You know, sales analysis: How your 
[is] brand performed over the last year. 

(i4) Q: Anything else? 

[is] A: Well, I'm sure there arc other things. I'm 
[is) trying to think of them, 

(i7) So.you know, consumer research, sales 
[is) analysis, competitive information, product 
(is) information. I mean, just what you know about your 
( 20 | brand. 

( 2 i| Q: And where do you collect the information 

P 2 I from? 

[231 A: Well, you will have been doing research over 
(24j the year.You know, tike you might have - you’ve 
psi done research on a program you did, so you have the 
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(ij results of that. Or you did focus groups on 
Kl something you're doing and you know what they said 
PI about it. Or you did a product test and you tested 
Pi your product versus the competition, so you have the 
Pi results of that. You know, all the research you've 
(B) done. 

pi Q: When you say competition, what do you mean? 

(si H<3P'do y<3u determine what the competition is fora 
pi br|nd? J 

[ini AplSml, it just - usually you determine the 

[ii] competition by who you think you have a chance of 

[iz] sv^lfii^slto the brand.There are certain 

[is] co^fpetitiye smokers you think you have a chance of 


to the brand bccai 
[ you think you can 


^your.brand has 
^svftSce them is better 


[is] thm the other brand. So, youatnow, like for 

[i7i wirlflf^pu choose Marlbor^'ln^a^se you think you 

[is] can Marlboro smoker &tajfeng ton. 

[is] how - how do you devfyop the 

po] thpi§iipl|at says that you cap^^eh your Came! 
pi] smokers - or Winston s mo k e fiiiliial'lbo ro - or 

( 22 ) Marlboro to Winston? I’m sora ^ 

[23] A: ^couple different might 

(24| look they pished i|M *^ st? When you 

Will they consider 


not? 

y. Do the segmentation 


PI ther^j 

[4] A: TffeV can; but I would sfylessTfa than the 

Wtov.w,^ . 

(5) bran&^upcific research. ■ \ 

[6j Qrole do the segm<|g|g||s|#studies play? 

[7] A: ihfcfe&neral. they’re usual ly - you know. 

[8] th erd^h een many different in general, 

PI thfyjyvtyyou an alternative f jjg&aa^ga^S rk. a framework 

[10] for t hcHh ole marketplace. Here s a way, if you 

(11) wanted tosdivide up the whole - all the adult 

[121 smol^rfor all the brands into different pieces, how 
!'3] you f^^do it. 

[i4] As^fanean, it can be based on many 
[isi diffe^^^l^igs. It can be based on which brands 
[i«] interact with each other the most, which - you 
(i7) know, it can be based on attitudes. It can be based 
[is] on imagery. It can be based on how close the 
(is; products are. I mean, there are all kinds of 
pc] different segmentations. 

( 2 <l It’s more of a background framework kind of 
(221 thing that's back here. 

[23] Q: Well, Reynolds has, throughout the ’80s, 

[24] undertaken - or did undertake biannual segmentation 

[ 25 ] studies, did it not? 


jdies play in 


than the 


^studies play? 
t know, 

|, in general, 

|rk, a framework 
way, if you 


(i 2 i smok 
its] you ij 

[14] Aj 

(i si diffei 
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A: I wouldn't say - I don't know about 
biannual, no. We’ve done many different 
segmentation studies. 

Q: Well, there's one in '81 .Are you aware of 
that? 

A: I wasn't in the company in '81, but... 

Q; Did you see it in '82? 

MR. WILLIAMS: Just so - and I’m sure 
you’re on the same wavelength. Can you define what 
you mean by "segmentation studies." Just define - 
BY MR. SHONKA: 

Q: Do you have an understanding of what a 
segmentation study is? 

A: Well. I - I sort of do. I mean, I’m not 
sure if I’m meaning the same thing as you. What did 
you mean when you asked - 

Q: Well, tell me what you understand by it. 

A: Well, my thought on segmentation was just a 
way of segmenting the marketplace. 

Q: What about segmentation studies? Do you 
understand what they are? 

A: Yeah. It would be a way of segmenting the 
marketplace. 

Q: Do you understand if Reynolds undertook 
formal segmentation studies during the ’80s? 


Paga 121 
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[1] A: Yes. 

[ 2 ] Q: They did? 

PI A: Yes. 

[4] Q: Okay. And what - how frequently did they 

[5] do that? 

is] A: I couldn't tell you. But biannual sounds 
[7] like - I don't know if we - 
pi Q: Reasonable? 

p] A: No. I don’t know if it was or not. I don't 
[is] know if we did it that often or not. 
in) Q: Well, they did one in ’81, 

[i 2 | A: Yes - 

( 13 ! MR. WILLIAMS: She didn’t know. 

[u] MR. SHONKA: You don't know. 

[is] BY MR. SHONKA: 

[is] Q: You never saw it? 

(in A: Well, I don't know if I saw it or not. If 
[ib] you showed it to me, I could tell you if I saw it or 
ii#! not. I don’t know if Reynolds did one in '81 or 
[ 20 ] not. 

pi] □: All right. '83? 

[ 22 ] THE WITNESS: Again, I don’t know. If you 
[231 showed it to me, I could tell you if I'd seen it or 
[24] not. 

[251 BY MR. SHONKA: 
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[i| Q: '85? 

pi A: I don't know. Again, if you showed it to 
pi me, 1 could tell you if I’d seen it or not. 

M Q: As a brand' manager if there had been a 
(si segmentation study would you have seen it? 

(«i A: As a brand manager, probably. 

Q: Docs Reynolds consider each brand to be a 


Pi 


ui self-cc 

pi f 


itainedtprofit center? 

jfould say ’‘self-contained profit 



[to] centers probably a little extreme. I would say 

'Jer them a separate - you know, it is 
Jiness: Camel’s different than 
aey share a lot of resources 
Contained." to me, sui 
: Nabisco, where - 
ag facility is co 

[i7] for ont prodipt versus another. Ani 
[ie] at Reyn&ld^lshe brands share a 1 
ns] So it j^sygpMnds on your defuiii 
"setf-comamed." 

Q: Okay. Does each brand havi 


h one 



example, 
tely^lifferent 
”at)isn’t true 
urces. 



(il A: 

PI Q: 
pi are? 

pi A: It’sjSo ii 
[si the year. 

(«i top, and 3 
[7] brand 
pi agree 
p] So mi 
lid first offe; 

[ti] then it’ll 
[izi iterate pi 
[isj is agree 
Q: Ani 
A: 



nd will 
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ides what the goals f< 

rate process and itk 
’crimes they come -..they i 
’U go to the br 
eir feedback back \ 
r not. 

it’s bottoms up and 
hat they think the goals are, and 
the top. And, you know, it's an 
of going back and forth until there 

has the final say? 
nt and CEO. 


[i*l 
[IS] 

[isj Q: And the president/CEO ultimately reviews and 
[i7] approves each plan each year? 

|i»l A: No. I wouldn’t - you know, again, it 

H»] depends upon the year and the person and the degree 

PO to which you say "approves" the plan. 

pi) I mean, I would say, to my knowledge, I 

pzi believe that the president and CEO would have 

ps| reviewed the key goals for each brand and sort of 

p*l knows the key activities. But did we actually have 

PS) formal plan presentations to the CEO every year? 
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[ij Not necessarily. __ 

p; Q: Are there criteria for deciding when a 
pi presentation will be made to the CEO? 
pi A: Well, of course it would depend on, you 
Pi know, who has that job. Because they'll set 
Hi criteria on things they want to see and don’t want 
PI to see. 

pi Q: You said earlier, though, that every 
pi marketing campaign is ultimately approved by the 
(ioj president and CEO? 

ti ij A: I would say - in my experience, I would say 

[izi that’s pretty much true, that any new advertising 
[tsj campaign - remember, you asked me about executions 
ii4) and you asked me about new campaigns.They were 
[isi different. 

[isj Q: Yes, 

(i 7 ) A: But, like, a new campaign for a brand, I 
[IS] would say that the - in my experience, the 
sib) president and/or president/CEO is involved. 

PO] Q: What distinguishes - well, let me back up. 

pi] Is there a difference between a marketing - 
[221 between a business plan and a strategic plan? 

[ 23 | A: Well, it depends upon who you're talking to. 

P4j It could be; it could not be. It depends upon at 
psi what point in the history of the company you are. 
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[ij A strategic plan normally covers a number of 
pi years, whereas an annual plan covers one year. A 
j p| business plan could be a strategic plan, or it could 
| (4) be an annual plan; it’s kind of a generic term, 
is) Q: Okay. Let me - strategic plan: Number of 
[6j years. 

[7) A: Yes. 

(*] Q: Business plan¬ 
ts] A; Well, depending upon who you're talking to, 

(ioj they might consider the strategic plan a business 

(it) plan.You also might consider an annual plan a 
(i 2 ) business plan. 

(ui Q: You have an annual plan and you have a 
|i4j business plan.The annual plan, as its name 
itsi implies, is for one year? 

(is; A: One year. 

(in There’s an annual plan that's for one year 
OB] and there’s a strategic plan that's for several 
(is) years. And some people would probably apply the 
( 20 ) term "business plan" to both of those. It probably 
pi) depends on who’s using it. 

[ 22 j Q: All right. Now, if a document has a label 
pa) "Business Plan" on the front of it, what docs that 

(24) make it? 

[ 2 S| A: You - 


Page 124 - Page 127 (34) 


Min-U-S crip t& 


For The Record, Inc. - (301)870-8025 


http://legacy.library.ucsf.e(fflffifticb!eortllpBtf)iO)^pdtv.industrydocuments.ucsf.edu/docs/phjl0001 


52189 2781 






R.J. REYNOLDS TOBACCO COMPANY 
MATTER NO. D09285 


LYNN BEASLEY 
VoL 1, June 15, 1998 


Page 128 

[1] MR. WILLIAMS: Wail, wait, wait. I'm sorry. 

( 2 ) I'm going to object. If you want to know 

(31 specifically what her view of a document would be, 

(*j show her the document. Because we re just into - 
(si MR. SHONKA: No. I want an understanding - 
[«) MR. WILLIAMS: I understand.We re into 
trj deep generalities here. 

( 4] fr \ BY MR. SHONKA: 

[9] Wh|t are business plans? 

[10) Als^litin, really, it would be totally dependent 
tit) orftheperson you're talking to.That is kind of a 
[i 2 j gtpsiflPMjrrn that could be interpreted many 
[is] different ways. 

[u] do you interpret "^u^ines^ plan"? 

(«) ready. It’s- I thinlp|$li|ir 

[i8j to Isay yoti might call an anntiafplan a business 
[i7] plifp^Pltn|ii&ht call a strateg|£'.p|pi :| business 
[i8j plaml ran, it’s kind of a geft^jkji^TQ, the word 
del "b|ret5|$§$ plan," meaning it’s a pian Sir some 
[* 0 ] btplo it doesn't - it do&ttfypajc any real 
( 2 i) specific meaning. "Annual Plsl^^^pecific 
( 2 z) meaiiiog to me; "strategic plaify^jySpecLfic 
(23| meal^^THlsc "business plan"^^ nek. 

(24) you ev^^^n a d^Ml^t labeled 

1251 "B^^Plan"? W 


Siness plan"? 

plan a business 
p| 3 .ni| business 
stem, the word 


Svc any real 

Specific 

ijpecific 

labeled 
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PI -A:| 
Pi thinic 
(3) I me| 
W Q -* 
[SI A:S 
M Q | 
m A:,, 


Josh, I probably ha|p|§§ 
specific instance, buH“ 
5 not like a foreign 
' about "Work Plan^ 
Work plan, definitely, 
t is a work plan? |mg 
, normally how a wprk 
: of activities that oslrll 


g|m, I can't 
bbably have. 


in is used is 
I force is 


[9] gdiniyo hnplement. 


(to) Q: 
[ii] depa 
M2] A:, 

{13] Qs 
[14] M| 


work plan comes but of the sales 

w? 


{13] Qp^re does it - 

[i4] M||g§£^L.LIAMS: She already said no. and I 
[is] was Igljgte “ 

[ie] THE WITNESS: I’m sorry. 

[i7] MR. WILLIAMS: No, that’s fine.That’s 

[is] fine. 

[19] BY MR. SHONKA: 

pci Q: Where does the work plan - 

pm A: The work plan is normally a collaborative 

[ 22 | effort between marketing and sales. 

pi) Q: Between marketing and sales. Ail right. 

[24| What about the strategic plan? You say that 
[25] covers a number of years. Who makes - who 
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I [i] participates in the strategic plan? 

; p) A: Who participates? 
i [3j Q: Yes.You said the work plan is a 
[4] collaborative effort between marketing and sales. 

(S3 A: Right. 

[4] Q: Does anyone participate in making - do 
m various departments contribute to the strategic 
[8j plan? 

[9] A: I think, normally, again, you know - and it 
[io] probably varies some by year, but this is my 
![ii] perception, that the strategic plan would involve 
'[ 12 ] pretty much the top management of the company, the 
|[i3i head of each department, because the strategic plan 
[i4| ultimately covers the plans for the whole company. 

[is] You know, whether it's manufacturing or information 
[is] resources or whatever, it's the company’s plan. 

[in Q: Okay. And the annual plan is strictly a 
iiaj marketing brand manager document? 

(19) A: No. I would - each department probably has 

[ 20 ] their own annual plan. But the annual plan in 

pi] marketing would cover that year and the activities 
(221 we've got planned for that year, 
psi But, I mean, probably every department, I 
[ 2 »] think, would have their own annual plan. 

[ 2 $] Q: That leaves only the mysterious business 
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[i| plan. 

[ 2 ] MR. WILLIAMS: Which remains mysterious, 

[3] unless you’ve got some document you want to show 

[4] her. 

(S 3 MR. SHONKA: Well ... 

[6] BY MR. SHONKA: 

[7] Q: When the tobacco company itself puts 

[8] together a plan for a year - let me back up. 

pi Does the marketing department put together a 

[10] department-wide plan each year? 

[11] A: Well, we are part of the strategic plan. 

[i 2 | And then there arc annual plans, and we are 
[i3l definitely part of the annual plans also. 

|i4] Q: Okay. But you said the annual plan is 
[is] prepared by each department? 

[is] A: Yeah. Each department would have its own 

(17) annual plan. 

[ 18 ] Q: And I’m asking if the company has some sort 
[iB] of a - 

pc] A: Yes, we have an annual operating plan, 
pi] Q: Operating plan. 

[ 22 ] A: (Witness nods head.) 

[23] Q: And the operating plan applies to the entire 

[24] tobacco company? 

I psi A: It could. It doesn’t - I know it, but it 
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ns just depends upon the time period and how the term 
(3 was used. 

pi Sometimes, you know, we’Ll call it ~ like 
t<l if it's - let’s say I have - just for the sake of 
IS) argument, a hypothetical, I have Winston. And I'll 
[«1 say, "Well, this is my operating plan for Winston." 

PI Now, there may be a much higher level plan, which is 
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(tfl| 



an the op' 

(si might 
So 

fi i» define 
(,q Q: 
ns] the pla 
[uj for the 
[is] for the 
[ts] A: C 
[in document.lt 
[is] compa 
[i»! cover aj 
[20) You’d 
[ 2 il know. 

[221 Q: Oka; 

[23] annual p 
[ 2*1 your imp; 

[ 25 ] thing? 


en its 



n for the company, but they both 
term "operating plan." 
way that you can discretely 
that’s at this level, 
d determine it is the content of 
vers all the brands, then it's 
.y? If it covers one 
that it? 

,t just is the conti 
.t - it might covefr 
t cover just mark! 
nds, it might cover^ 
e the context it w§ 


e same 


;o back to the id 
and^he business, plan.Yo 
is that tmtiimes 




(U But if a business plan 
[21 addresses plans for only one 
Pi brand, then it is likely a 
[*j brand level document? Is that 

[5] a fair statement? 

[6] MR. WILLIAMS: It was also hypothetical. 

Pi THE WITNESS: That was your question? 
t«l MR. WILLIAMS: That was the question. 

Pi MR.SHONKA: Yes. 

[ioi THE WITNESS: I’m trying to follow. 

ini It could - I mean, it could be. I just - 

(i 2 | I’d have to see it to tell you, honestly. Because 

(i3) it's a pretry generic term. 

iuj BY MR. SHONKA: 

[is] Q: I take it that Winston does not prepare 
[is] plans that - things they call "business plans" that 
[in discuss what Camel is going to do for a particular 
[lai year? 

[i 9 ] A: Not really, I wouldn’t think that would 
[ 2 oi be -1 mean, would the Winston brand - 
pi] Q: Yes. 

122 ) A: - be writing a plan for Camel? 

[23] Q: Right. 

( 2*1 A: No. 

[25] Q: That docs not happen? 
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jjt some people 

, but 1 don’t know tharilpiean, if 
nent, I could tell yd^^^ s j^ertainly 
erm "business plani^mk* 
siness plan addresses plat^ for 
, then it is likely a tptMiP'cl 
iat a fair statemend^s&KBWi 
m MR- PpetllS: David, look, I’vc n«jav| ry 
pi patient.Yd^^^oing someplace wp^ilS^lerm 
She says she doesn't know what 
; to. If you have the document, 

; to.her. But we’re just guessing and 

■ on what might be a business plan, 
jig to say: If the business plan has 
[be that. 

[i«] I don’t understand what the purpose is, I 
[i7] must say. If you've got a purpose, why don’t you 
[is] just ask her a direct question about a direct 
[is] document? 

poi BY MR. SHONKA: 

C 2 i] Q: Can you answer my question? 
pa] A: What was it? 

P3] MR. SHONKA: Could you read if back, please. 
p*l (Whereupon, the question was read back by 
PS] the court reporter as follows: 


til A: I thu 
pi interchan] 

[3j I saw the 
[*l I’ve hcarctSSie 
[Si Q: But 
[bj only one 
pi document 


[ioi "business 
[uj you're re, 
[121 let’s sho 
(i3[ specula 
[I*] and you’n 
[is] this, then 
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[i] A: I haven't seen that happen. 

pi Q: And would - or did. in your experience, 
pi senior management ever write a plan for a brand and 
[4] impose it on the brand? 

[s] A: Again, it’s an iterate process. I can't say 
[61 I've ever literally seen management write the plan 

[7] and impose it on a brand. I would say it’s an 

[8] iterate process, back and forth. 

pi Q: And - so senior management would 
[ioi participate - or did, in your experience, 

[ii] participate in the formation of brand plans? 

[i 21 A: Yeah. It’s kind of like I told you earlier. 

[i3] It would be like the brand group might work on it - 
ii*] you know, some direction might come top down; 

[is] sometimes it starts bottoms up. But once you have a 
[i6] plan together, however - whoever you took the first 
(i 7 i plan to, once you have a plan together, then you 
[i«l start reviewing it up the levels, and they make 
[is] changes, And then you modify and you go back. And 
poi when that level is happy, then you go to the next 
[ 2 il level, and make changes and go back. So are some 
[ 22 ] things imposed? Sure they are. 

[23j Q: All right. Strategic plans, even though 

( 2*1 they cover a number of years, are they prepared 

( 2 Si annually? ___ 
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Ml A: [ would say yes. 

PI Q: What's the time frame for completing a 


tat strategic plan? 

[4| A; Depends upon when New York wants it. It can 
is] change. But generally I would say it's summer/fall. 

(6| Q: Summer/fall? Meaning September, at the 
(7j latest? 

(*] 

Pi 
[ 10 ] 
mi 
(121 
(*»l 
{ 1*1 
[151 
[161 
(17) 

[ia] brand? 5 

annual plan, I woSfi 
letimes it can starts 
pi) would say, normally, it’s mo| 
pal Noy^mber sort of thing. Or^ 
dw. really, you re | 


pA: I should say generally. It can change. But 
: wouldjsay probably from June till November. 
•i*ilp£nd the strategic plans go to RJR Nabisco? 
?"A: In my experience, yes. 

ys, in your experience? 

Well, 1 haven't always been at a level to 

.t in my experienc^when I was at a level 
I would say they have; 



right. What’s the 
for completing 


frarde for 
aniS^al plans for each 





P*l on 
(251 


basis. It j 
that's S 



ormally - 
as May. But I 
July to 

ven December, 
on it on an 
plan in 
competition 
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ut something 
it isn't like 
changes 


ething different, y| 

V changed their pro| 
l%i is like a living doc 
Ipusly. 

11, you make adjustkf£fit’3'’ip the market, is 
re saying? 

are constant - continuously - you 
e competition doplljjlii§thing different, 
g you thought wa s.goba.t o work different; 
ther company dcrdarulsTirou know, just a 
gs can change. And pretty much a plan 
g thing; it’s evolving all the time, 
right. But let's talk about the written 
ere a time when you Stop writing the 
en just adjust? 

would say usually by the end of the year 
[iri you’re - you’re still adjusting, but there probably 
[i*l was a written plan and - 

Q: Now, by the end of the year - 
A: The year before that year's plan. 

Q: Before that year. 

A: You know, so like December for the following 


[19) 

( 20 | 

PD 
P2) 

(»] year. 


p*l Q: So a 1988 plan would be completed - the 
psj written part of it would be completed - I said a 
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HI 1988 plan, right? A 1988 plan would have been 
PI completed, the written part at least, at the end of~~ 
pi 1977? 

[4] MR. WILLIAMS: Whoa, whoa, whoa. 

[5| THE WITNESS:’87. 

[si MR. SHONKA: ’87, I’m sorry. I’m about 10 
[7) years off. 

[5] THE WITNESS: No. I guess what I could say 

[s] is there would be a - a document that was the plan 
[to] for that year. Now, it could be completely changed 
[ii] three months later. 

Ii2| BY MR. SHONKA: 

inj Q: Sure, as the year progresses. 

[u] A: Or even a month later. It depends on what 
[is] happens. 

[is] I mean, there can be dramatic things that 

[i7] happen. So at some point in time you have a plan, 

[ifl] but it never really - I can’t think of any time 

[is] where you fully execute the plan you started with. 

pc] It just doesn't happen. 

[ 2 i[ Q: Sure.But I'm distinguishing between 
!zzi executing the plan and writing the plan. And in 

[23] terms of writing the plan, it is - the plan is 

[24] written by the end of the year? 

[25] A: Usually. 
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It] 

Q: Okay. 


[2] 

A: I mean, there are exceptions. 


£31 

Q: Whether or not it is executed is another 


1*! 

question. 


(SI 

A: Yeah.There are exceptions, but I would say 


|6] 

"usually." 


m 

Q: And the operating plan for the company - 


[91 

A: That’s where - 


(91 

Q: - for the tobacco company, what’s the time 


[10] 

frame for completing that? 


(ID 

A: I thought you just asked me that. 


(121 

Q: Oh, I’m sorry, I was talking about the 


(131 

annual plans for the brands. 


[14] 

A: Well, in this case, I’m sort of using 


[IS] 

operating plan and annual plan sort of as the same 

in 

KJ 

(IS) 

thing. 

h* 

00 

(lh 

Q: Okay. At the brand level, though. 


[18] 

A: At the brand level. 

ro 

[191 

Q: Completed by the end of the year? 

'O 

CO 

(20! 

A: Yes. 

•e* 

[21] 

Q: All right. Now, for the - you mentioned 



[ 22 ] earlier, if I understood you correctly, that there 
ps] is a broader operating plan for the entire tobacco 
(24j company? 

(zsj A: I think the entire company would probably 
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MI have kind of a rolled up annual plan or operating 
PI plan also. 

pi Q: And when would that come together? 

[ 4 ] A: Well, again, by the end of the year, I would 
tsi say. 

I«i Q: Okay.Tactical plan. 1 overlooked that 
m one. 

!*i A: A^SctiCh| plan, normally - you know, 

Pi there'!.no pejject definition of tactical plan; 


(loj there's 
( 11 ] wouli 
(in far- 
(ui Q: 
(uj addre 



remanent definition. But, in general, I 
ay a tactical plan is something that has 
: specifics. 

y.Tljat - does the tactical plan 

.y, the marketing mfeefor the brand? 

- Tin sorry, finish you 





an can mean mai 
lean the tactics fo: 
i mean tactics for 
id have a tactical 
pi! unrelated to the annual plan or 
ps) or the stiategic plan; it's just a ta 
P3i that pro#a^s| 

P 4 j Q; Wl|pe^ cutes -j^iplans 
psi Who M#SMl.ctical 


dl A: 

pi write a ta' 
Pl is, is her! 

(4) whoseve^' 
tsi Q; Ca; 

(0! A: It 

(?) guess it 
Pi Q: 

Pi you? 

pot A: Joh 

[ii| tell you J 
[i?I Q: Dr, 

(i9) A: I d| 

[14] R & D di 

(tsi Q; D 




could be - nearly 
1 plan. 1 mean, all a 
e specifics for th| 
orking on the pro 
xical plan span m< 
be kind of odd fo 

name John Reyn 

ynolds. Sounds fan 


n anything to 


liar, but I can't 


Reynolds? 

now. It might be a guy in the 
ent. I don't know. 

have anything to do with - is 
(i 6 | that separate from marketing? 

(in A: A separate department? 

(i»! Q: Yes. 

(is) A: Yes. 

poi Q: Just to round this out, we have sales 
pi| department - we have a sales part, a marketing, 
ta] R & D, three different aspects of Reynolds or 
pa) divisions of? What’s the - 
p 4 j A: Departments. 

psi Q: Departments.What are the other major ... 
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til A: Departments? 

Pi Q: Yes. 

pj A: Okay. 

( 41 Q: At that level: Sales, marketing, R & D. 

is; A; I would say operations, which has changed 
PI over time what operations is. It could just be 
[ 7 ] manufacturing or it also might include leaf purchase 
Pi and information resources. Sometimes they're 
pj separate departments; sometimes they're part of the 
mo! overall operations departments, 
im Human Resources, legal.Let's see.We said 
(121 R & D, right? You put that down, right? 

(is) Q: Yes.Yes. 

(u] A: We have a packaging division. Oh. finance. 

(is) Q: Finance. 

M*i A; External relations. 

(it) L«'s sec. I think that’s the key ones. 

[is] Q; Okay How does packaging differ from 
(i 9 j operations? 

poi A: Packaging is actually a separate plant that 
pi] produces packaging.They actually make - 
[ 22 j Q: And by that you mean cartons and - 
(23} A: Well - 
p 4 j Q:-boxes? 

psi A: - they print, like, the labels that are on 

Paga 143 

(ii the packs and they have outside customers that are 
(21 on us too.They're like a separate group, 
pj Q; Is ic a subsidiary? 
pi A; It may be. I don’t know. I don't know. 

( 5 ) Q: What's the name of it? 

( 6 [ A; I think it's just the RJR Packaging 
( 7 ) Division, but ... 

[si Q; Let’s focus for a while on the period when 
pi you were with - let me back up. 

[ioi Do you have Exhibit 2 or 3 in front of you? 

[i t] Either one will do. 

[i 2 i A: This says 3. 

(i3i Q: All right, we’U both look at 3. 
ti 4 ) I'd like to focus on the period when you 
|(is) were with the Now, Salem, and More brands, which 
Ii*! cover '82 to - your entry in July of '82 through 
(in October of'84, 

(iei During that period, Reynolds undertook 
(i»l several initiatives regarding 18 to 20 year olds, 
poi Are you aware of that? 
pi! A: Eighteen to 20 year olds? 

( 22 ] Q: Yes. 

psi A: Younger adult smokers, 18 to 24 year olds, 

( 24 ) First Usual Brand Younger Adult Smokers; but I don't 
I psi know about specifically just 18 to 20 ._ 
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[i| Q: All right.The 18 to 20 - let's deal with 
pi 18 to 20 smokers. 

raj During this period, when you were with Now, 

|4| Salem, and More. Reynolds undertook several 
[si initiatives regarding 18 to 20 year old smokers? 

(6) A: No. Again - 

PI MR. WILLIAMS: Okay. She's doing a better 
(a] j^b-than I can here, but I want to object to the 
Pl cfiaract^rization. Maybe you didn't listen to her, 
i*o] ^§gj§§Paskcd that question before. She already 
im SJftfl she was unaware of that; she was aware of 18 to 
[in 2^PH^iist Usual Brand Younger Adult Smokers, 
ns] Then yoy came back with precisely the same question. 
(i4] I^I^^Phcr answer, 

(isi y^j^y iONKA: Go ahead ^n^P$ver. 

Cis] I; THE WlTNESS: Go ahcad^ain. 

im recollection i^EJR:pjf%as work 

[is] going o^'on First Usual Brar&kgliUjafcer Adult Smokers, 

[t#l aj^Njte^P- and 18 to 24 adull smoktpa. And 

po) this is my recoil^^^^ome people 

p>) would define First Usual Bn^^gfea&hgcr Adult Smokers 

pzj as lj8 ; u> 20; some people wquJd define them as 18 to 


don't res 
bout I 


20 in this time period. I 


['! refS 
Pl whie 
Pl defi? 


n 1 
Pl 18 tc 

is) ?T 5 | 

(ioj did? ' 

(it) AfTfR^nk that - you know, I'm not - really, 

(izi I cairn*!:call. I just remember that sometimes we 
(ill wo *^^ c 18 to 20, sometimes w e'd use 18 to 24.1 
(i4) thin ksMlie n there was - I don't know, but it's been 
lis) usedJtojiyiyays. I'm not really sure. 

(is) Q: welhaid Reynolds ever put special emphasis 
(in on 18 to 20s? 

im A: Again, as I recall, there was a lot of 
(ibj research being done on young adult smokers, 

( 2 oi specifically First Usual Brand Young Adult Smokers, 
pi] which were sometimes defined as 18 to 20, sometimes 
P 2 ] defined as 18 to 24. 

P3i Q: How about separate statistical data 
124] tabulations for 18 to 20s versus 21 to 24s? 
psi A: 1 think - again, recollection - this time 
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|r First Usual Brand^i^^^r Adult Smokers, 
Dmetimes was define^-a&L3 to 20, sometimes 

I s 18 to 2 4, -ggP* 

^ BY MffrSFTOTlKA: 

fyou have any undefstari'ding regarding the 
Ijen 18 to 20s were hta kgaa ip from 18 to 24s? 

|nk, just in general,fomeutpes we used 
^sometimes we usefHlfili|4. 

?|l, why did you use when you 
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[ij period? 

PI Q: Yes. 

(3| A: I think sometimes it was 18 to 20 and 
(4| sometimes it was 18 to 24.That’s my recollection. 

(5] Q: Well, let me see. When you were with the 
pi Salem brand - 
[7] A: Uh-huh. 

m Q: - Salem undertook a breakout of 18 and 19 
Pl year olds, did it not? 

(ioj A: Eighteen and 19 year olds? 

(11) Q: Yes. 

(1 2 ) A: I don’t remember that. 

(13) Q: Do you have any-you had no participation 
Ii4) in that at all? 

(is) A: I said I- 

(is) MR. WILLIAMS: No, no, no, no, no.That’s 

jin not what she said. She said she doesn’t remember. 

(iB) THE WITNESS: I don’t remember that. 

(is) MR. SHONKA: Excuse me a minute. 

pot BY MR. SHONKA: 

pi] Q: Let me backtrack on that.Are you aware - 

( 22 ) not when you were with Salem, but of Reynolds 

(23) breaking out 18 to 20 year olds for statistical 

P4i tabulations in the - in this time period when you 
psi were with Now. Salem, and More? 
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in A: Again, same answer. I’m aware -1 remember 
P! research being done on First Usual BrandYoungcr 
(3j Adult Smokers and that sometimes being defined as 18 
(4) to 20 and sometimes being defined as 18 to 24. 

(5| MR. SHONKA: I’Ll ask the court reporter to 
($] mark as Beasley Exhibit 6 a document that has 
Pi previously been marked as CX-883. It is a document 
is] that is dated December 18,1984, It is labeled "New 
Pl Brands and Strategic Research Report," captioned 
(ioj ”1983 Profile and Usual Brand Share Among Younger 
(ii) Adults, Final Report." 

(i 2 ! (Beasley Deposition Exhibit No. 6 was marked 

(i3i for identification.) 

(i4) BY MR. SHONKA: 

(is] Q: I’d ask the witness to take a look at the 
(is] exhibit for a few moments. 

[in (Witness reviews document.) 

[is) A: Do you want me to read the whole thing? Or 
[i9j what would you like me to do? 

[ 20 ] O: Can you tell me if you've seen this before, 
pi] Exhibit 6? 

[ 22 ] MR. WILLIAMS: David, let me just interpose 
[23j an objection here. You've asked her if she was 
P4] aware that there was segmentation between 18 to 20, 
psi 21 to 24 on the Salem brand. She said she didn't 
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hi recall. Now you put this document in - let me 
pi finish. You put this document in front of her, 
pj supposedly, I guess, to refresh her recollection, to 
[4] the extent she has one, which she said she didn’t. 
Pl But this is not a document from her, to her, nor is 
pi she shown as a recipient of the document. 

Pl So what arc we doing? What do you warn - 
(a: and chipffyouksk her to read the whole thing. 

PI ' 


MR.SHON 
(loi whole 

im theIm.it 
Ii21 MR. 

(tat the an 


(i*l 


THE, 
(is) answe 
(is] reme 
l*n 
[18! 

d»i Dec - 



: I didn't ask her to read the 
asked her if she's seen it before. 
ESS: No. 

: And now that you’ve given her 
can - 

S: He didn’t need i 
at it to see ' 
or not, and I don't^l 
BY MR. SH(j 
ere you with the Ip 
f,tn December you we 


Q: As an assistant brand managi 
A: Yes* 

Q: I'd | to look at the first 

o 



(2Sj it be 


'Puipos 




HI A: 

PI Q: TheipS full page of text, 
pi A: I seO^^t you. 

(4i Q: Antj^t s^ys: (Reading) 

(51 This provides a 

Pi view of q&ga^&ny, segment, and 
Pi key bran &ate& e of smoker 

i*i P crfor ii8§$?£ e 8 innin S V car 

to 20 versus 21 
Results are 
tal smokers 
age groups, as 
the subgroups of 
blacks and 



ument, where 



Pl 1983 am$i 

(ioi to 24 yeaj 
[it] provided 
cm within ea 
(i3] well as a| 
tug males, fee 
(isi non-blac 

Me] As this is the first time 
(17) these data have been available 
[it] among these two age groups. 

[iei the intent of this report is 
( 20 ! to establish Initial share 
pi) knowledge against which trends 
pzi can be built over time. 

(73) MR. WILLIAMS: I think the word is 
P4j "benchmarks." 

p*l MR. SHONKA: Benchmarks. What did I say? 
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THE WITNESS: "Knowledge.“ 

MR. WILLIAMS: "Knowledge." 

BY MR. SHONKA: 

Q: (Reading) 

The intent of this report 
[si is to establish initial share 
[7] benchmarks against which 
(a) trends can be built over time, 
pj Do you see that? 

[ioi A: Yes, I sec the document says that. 

[ii] Q: Do you have any recollection at this time, 

(i 2 l when you were the Camel brand manager - assistant 
(131 brand manager, of Reynolds breaking out brand share 
(hi performance among 18 to 20 versus 21 to 24? 

(isi A: No.Again, I have a general recollection 
lie] that this term, First Usual Brand Younger Adult 
(i7] Smoker, was used, and sometimes it meant 18 to 20 
[isi and sometimes it meant 18 to 24. But beyond that, 

[isi no. 

pot Q: Do you, as the manager of Camel at that 
pil time - assistant brand manager of Camel at that 
(221 time, have any understanding as to why the company 
[23] would want to "establish initial share benchmarks 
p4j against which trends can be built over time”? 

( 2 Sj A: You know - no, I don't know why they were 
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(ii doing this, No. 

pi Q: You have no understanding of that? 
pi A: No, 1 didn't. I mean, I wasn't - 
[4[ Q: You didn't know that at that time? 
pi A: No. 

(6j Q; Do you have any understanding of it now? 

[?] A: Of this? 

(6j Q: Of why- 

PI A: No, I don’t. 

[ioi Q: - the company would have built initial 
till share benchmarks against the trends? 

( 1*1 A: Really, I don't know what this was about, 

(i3! really, at all. 

(i4) Again, my general recollection is that the 

(is) company was interested in younger adult smokers and 

lie] the impact to our business, and younger adult 

[t7] smokers was generally defined as 18 to 24, but 

[is] sometimes 18 to 20. 

[i 9 i Q: Do you have any understanding as to why the 
po| company would compare performance among 18 to 20s 
pi| versus 21 to 24s? 

(221 A: I - probably to sec how they were doing. I 
( 23 ) mean - but I don't know. I mean, you know. 

P4] Q: Well, as the executive vice-president for 

psj marketing now, do you have any understanding why the 
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(i| company would want that information? 

(n A; Well, wc track, now, by age group our share, 

!3i because you want to know how you’re doing. I mean, 

;-i; that's another measure of how your business is 
(si doing. 

[si Q: So would it be fair to say that the company 
m wanted to know how it was doing against 18 to 20 
is) yc 3 ,r old^ at the time that this memo was written? 

■A: Noll don't really know about what the 


IB) 

( 10 ) 

mi 

i'i] 

f'3! 

(HI 

(IS) 

(IS) 

[ 17 ] 

(<«t 

[ 1 »] 

( 20 ] 

( 21 ) 



is^ocument. 


■ wanted or didn't want then. Like I said, I 
j’t seen this. 

iJP|you have any understanding of what the 
npany was doing at that time? 

I, any understands 
.LIAMS; Wait. 

BY MF 
; the subject i 
don't, 

arding 18 to 20 yea 
i, regarding - 
LIAMS: She just tc 


ESS; Regarding 
my und&gngt^ding 
was mtefc&Kfid in 






adult. 

this time, the 
ger'adult smokers, 


understanding is 
ut usually 18 to 2 
BY M 

you have any unde 
had any particulartefrf£$t,in 18 to 20s 
to 24s? * ^ 


that the 


, during this time period - during - 
|S time period" mca^Sjpiiif 
ng this time perio dohii-y gu asked me 
s document, no, I doivtknow. I mean, 
e periods I might answer differently, 
is time period, no. 

n you say other time periods you might 
ferently, what do you mean? 
ecause.as I moved up in the 
(is) orgafuzauoH and became aware of things, then I 
(in learned more. But, during this time period, my 
[iej recollection during this time period, no, 

(i9j Q: Okay. My question now is broader than that, 
poi Do you have any understanding as to why the company 
[ 2 ij was interested in this information, 18 to 20 versus 
( 22 ) 21 to 24 year olds? 

A: At this time? 

Q: Do you have any present understanding of why 
ps) the company was interested at that time. 


(231 

P<l 
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A: At that time? No. 

MR. WILLIAMS; Asked and answered. 

BY MR. SHONKA: 

Q; And you developed an understanding later? 

A: No. As I moved up in the - 

MR. WILLIAMS: Listen to her response, 


m 

[2] 

!3) 

W 
(SI 
(6! 

P) David. 


MR. SH0NKA: I am trying. 

MR. WILLIAMS: She’s trying desperately to 


19] 

(io) answer your question. 

(in THE WITNESS; No. Really, at this time, I 
(121 don’t have any idea. As I moved up in the 
[is] organization, I was aware of 18 to 20 versus 21 to 
(u) 24 and why we wouid be looking at that, but not 
(is) during this time and not this document. 

BY MR. SHONKA: 

Q: Okay. As you moved up in the 
(isi organization - 
its] A: Not during this time. 

( 2 cj Q: - why was the company later interested in 
I [ 2 i] 18 to 20s? 

[221 A: My understanding is, later on, that the 
[231 importance of 18 to 20 was that there was much more 
[24] switching potential among 18 to 20, that about 
(zs| roughly 42 percent of 18 to 20 year olds switched 


(is) 
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etimes defined as 
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[i] brands every two years, about 29 percent of 21 to 24 
Pi year olds, and then it drops after that. So the 

pi most important group for gening switching, which 

(4] was our goal, was 18 to 24. And particularly among 

(5] 18 to 20 wc had much greater likelihood of securing 

(6] a switch to our brand, because they hadn't developed 
pi the brand loyalty yet, and so it was easier to get 

(#1 people to switch. 

Pi Q: What time period are you talking about? 

(io] A: I would say more like - 1 don’t know, 

(ii) Probably late '80s. early '90s. I can't tell you 
(isi exactly, but... 

(i3j Q: How do you define "switching"? 

(i4) A; Again, there arc many definitions. 

(isi Q: All right. 

[isi A; I’ll try and give you mine. 

(i7) Q; All right. Let's have yours. 

(is) A: All right? 

[isi One kind of switch is what we call a usual 
[ 20 ] brand switch, and that’s where you go from saying 
| 2 i] the brand that’s my usual brand that I smoke most of 
(221 the time is X and now it's Y. So you’ve changed 

(23) from smoking one brand - this one brand most of the 

(24) time to smoking this other brand most of the time. 

(25) That's what I call usual brand switch. 


cn 

ro 

l-> 

CD 

to 
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(il Then there’s an occasional switch.That's 
p; where I walk in the store that day and. while I'm 
pi still buying Marlboro most of the time for most of 
[*i my purchases, that day I decided to buy Camel; but 
[si the next day I’m going back to Marlboro. So you 
[si made that occasional switch. 

Q: Okay. Are there other definitions? 


i, probably. But those would be the - 


m 

E«l A: 

Pi usual !)rand Stvitch and occasional switch, I would 
(ioi say, wdtSPlie the two key ones. 

Q: fhosc ye the - you had indicated here - 

understanding of switching. Is there a 
tion that differs from either of the 
en me? 

.MS: Why don’t you first if 

olds definition of switching. 

S: I don’t really kpQ^jt^here 
that people but, 

aven’t asked thernaU, so J^don’t 

BV MR. SI 
to 20 year olds use 



[ 2 S| be a 



dy can 
e a usual 





rand, then 


i.ers? 


[<] bran 
pi you’re a 
PI Q; 

I*) MR, 

[S5 MR, 
tel THE 
[7] not all. 

[*i bram 
1«1 occaSio^ai 
{io| I mea; 
ini people 
on 

pal Q: A 
[t4] that 42 
[»si is that i 

[i<l A: Over a two - 
[i7] Q: Is that what you said? 

[is] A: Over a two-year time frame, 42 percent of 18 
(is] to 20 year olds will switch brands. 

[so] Q: And you said 29 percent - 
pi) A: Twenty-one to 24 year olds. 

1221 Q; - of 21 to 24 year olds. 

[23| That’s also over a two-year period? 

p4[ A: Yes, also over a two-year period. 

ps) Q: Berween the 42 percent of 18 to 20s and the 



switch to anotheg 
1 brand switcher. 

occasional branc 
MS; Tm sorry, arc 
; Eighteen to 20^ 

SS: Sure.Again, aL 
some people never buy a different 
icre’s no age group jwn|fPihere’s no 

eople of all age groups, some 
it age group occasionally switch. 

BY MR. SHONKA: 

|c ago - few minutes ago you said 
nt of smokers switch between 18 and 20; 
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(il 29 percent of 21 to 24s, that's 71 percent of all 
[21 smokers - 

pi MR. WILLIAMS: No. ' 

t 4] BY MR. SHONKA: 

(Si Q; - is that right? 

[6] A: No, 

pi Q: What’s wrong with that? 79 percent of all 
16 ) people - 71 percent of all people between 18 and 
t*l 24? 

(ioi A: No. It would be - 
in) Q: What is the - 

[i 2 ) A: - of- of 18 to 20 year olds, that age 

Mai group, 42 percent of that age group will switch in a 

[ 14 ] two-year time frame. 

(is) □: Okay. 

(i6| A: Entirely different group. 21 to 24, of that 
li 7 ) age group, 29 percent will switch in a two-year time 
[i6j frame. 

[is] Q: Okay. So, then, you - there’s no 

[ 2 oi significance in adding the two numbers together? 

pi] A: No, there is not.You cannot do that. 

(221 Q: So you cannot say 71 percent switch - 
(23| A: No, you can't do that. 

(24! Q: Okay. 

ps) And - then the corollary of this is that, 
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til in a two-year period, 58 percent of 18 to 20s do not 
[21 switch? 

PI A: This is usual brand switching.That doesn't 
( 4 ) take into account occasional switching. I’m talking 
[sj about usual brand switching. Only, on that 
[6i statistic. 

[7] Q: And occasional brand switching, you 
(8| indicated, is basically one time transactions? 

Pi A: Well, you could do it often. I mean, you 
[ioi might - let's say, you know, for every ten 
[ii] purchases you make of Marlboro -1 mean, for every 
H 2 i ten purchases you make, eight might go to Marlboro 
[is] and two to Camel. So, you know, over a two-week 
[i 4 ] time frame, you're buying Camel occasionally every 
(is] week. 

(is) So it is - but it’s still an occasional 

[in thing; it’s not your usual brand. And a large 

[is] percentage of smokers do occasional switching. 

[is] Q: How do you define "usual brand"? 
po] A: It’s the brand - there are both attitude 
pii and behavioral measures. But it’s -1 ask you, 

1221 "What's your usual brand? What do you smoke most of 
(231 the time?" And you’ll tell me, “Marlboro.’’And 
[24j I'll say, "And out of your last ten purchases, how 
ps] many did you give to Marlboro?"____ 
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Q: Is there a statistical number that is 


;<i 

p] associated with usual brand? 

;jj A: It varies. You’ll see measures that say for 
M everyone who. cut of the last ten purchases, made 
[sj eight for that brand, we're going to call them that, 

[*i usual brand. Sometimes it's seven, sometimes it's 
(7) nine. It depends on how discreet you want to be. 

es Reynolds have a standard that it uses? 

It varies over time. I would say 
y it’s eight. But I would say it varies 
r time; it depends upon how stringent you want to 

, I mean, do you want to call someone a usual 
hoker if at least hal^the time they - half 
fchases go to that could. It 

(is) lids on what you wipito uic the data for and 

i^want to define it.; 

Q: Alright.You indicate| 

In we've been talkSigTal: 

|nd that Reynolds 
pij afmong 18 to 20s because it| 

P 2 ) sasvthem, that age group, as 
t»l pot^gglsKwitching activity! 
jars come 

JiJPere an&other reai 






a later 

t, you came to 
ested in data 
em a poten - it 
d of high 


Reynolds 


you re aware 



thing is 
have a greater 
sity to switch is 
loyalty and 


t impact on your 
en I would say thi 
^alcy. I mean, beca 
to switch and thj 
u age, and then fo#^ 
itching play in that. You see what I’m 
'ou understand what I'm saying? 
lieve so. 

nd loyalty is a - how do you define 
ity"? 

(IT) A; It would be - well, again, there are many 

(i*i different definitions of brand loyalty. In the 

(i»l context I'm using it right now - I mean, there are 

pci many different definitions. But in the context I'm 

pi| using it right now; If Marlboro is your usual 

pal brand, how long do you stay with Marlboro as your 

pai usual brand? 

p*l But there are other definitions of brand 
psi loyalty.That is not the only one. 
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[l) fcfi^piSfnterested in 18 to 
PI of? ; 

| dj^nk that's it.They hju|g$P^l high 
: for switching. Anc^gS?eTr^iat, you can 
!'a dramatic impact on ^burbr^nd share - a more 

re. 
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[if Q: How long does it take to remain with a brand 
pi before that is considered a person's usual brandF -- 
[3j MR. WILLIAMS: She's told you: It varies. 
t<! Sometimes five, sometimes eight. 

(sj THE WITNESS: In terms of the number of 
[6] purchases, in terms of the time frame, you know, 

Pi again, that would vary. But if you say, "Marlboro's 
(si now my usual brand, and that's what I'm buying most 
Pl of the time," then that’s a switch. I don't care if 
(io] you did it last week, you switched.You're saying 
[it] you switched,and your behavior suggests you have. 

M3] BY MR. SHONKA: 

(13] Q; Take a look at, I think - Exhibit 6 has a 

[14] two-page - two pages. And then, after that, 

[is] there's an attachment.And page 5 of the 
d«] attachment. 

[it] A: This "New Brand Implications'? 

[is] Q: Yes, under "New Brand Implications." 

[is] A: Is that what you’re looking at? 

pc] Q: The paragraph reads: (Reading) 

pi] RJR’s immediate need is 

; 22 ] to strengthen its position 

P3J among younger adults to ensure 

i?4j the Company's future 

PS] development as these smokers 
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[i] age,This is particularly 

p] true of RJR’s position in the 
CT 18 to 20 year old market with 

[ 4 ] the business building need 

[ 5 ] extending to both males and 
[sj females. 

fTi My question is, this is - this paragraph 

[sj appears under a heading "New Brand Implications." 

! 9 | Are you aware of Reynolds attempting to develop new 
[io| brands at this time to appeal to 18 to 20 s? 

[ii] A: At this time, I was not involved with it at 

[ 12 ] all. Did not - in 

[i3| Q: Have you subsequently become aware of it? 

(hi A: Not during this time period.You know, back 
(isj to this time period when this document was written, 

[16] no. 

[17] Q: All right. I’m not - I'm talking about you 
its] developing a subsequent understanding as to why - 
[is] whether Reynolds had an interest in developing new 
pc] brands directed to 18 to 20s. 
pi) A: Again, later in late '80$/carIy '90s, that’s 
( 22 ] when I developed my understanding of the importance 
p3] of 18 to 20 and 18 to 24 younger adult smokers. And 
R4| we were working on new brands for younger adult 
ps) smokers, specifically 18 to 24, but that's not this 


to 

»-•* 

£0 
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til time period or this document. I don’t know what 
( 2 ) they're referring to here, 
p) MR. SHONKA: I’m sorry. Can you read that 
[4) back? 

isj (The previous answer was read back.) 

[Si BY MR. SHONKA: 

Pi Q: Are you aware of any time period Reynolds 
(*l was di^eioiftjig new brands for 18 to 20s? 

(91 A: My recollection is it wasn’t new brands for 
jioj 18 to 2CS^was 18 to 24 younger adult smokers. 

(id That’^mrrcoollection. 

Ii 2 ] Q: jPfff'^%nolds was working on new brands 
[i3| for lEftp 20(Un the 1984 period, you were unaware 
[ui of it? 

(isi A: 

lie) Q: 

ji7) perio 
lie) A: 

(i9) any l 
[20| Q: 

pi! I’d like to have another documei 
( 22 j BurrowSX'Sjc) Exhibit - 
[23j MR. V^DA^S: How about Beat 
|24j MR. J^JiS&iKA: Oh.fiSii^rry. 

[ 2 s] Sxhi h&s&si^ gettingikfi^tis rut. 



now - yeah, I don’l 
aware of any such^iffort in the '87 
ou were the braT^’-ntana^er for Camel? 
ink 18 to 20, no. 
targeted brands, no. 


rcail 



m 
(SI 
(«i 
[71 
W 

[9] mark" a: 
[loi previouj 
nil Octobi 
(izi from Dj 
(i3j (Be: 
(i4] for ide 
[161 



d as 


icnts m 


tave 



rm p.m.) 
'ea^ocument 
* rked it? 


■ter to 
at has been 
iO dated 



MS: We have a lo 
bn. It's a big rut to 
n off the record.) 

(Re^$ss tjtken from 2:19 p. 

MR. S^^KA: I was about to 
ibit 7. Have we a 
: No, 

KA: So I ask the c< 
ley Exhibit 7 a do 
rked as CX-877 

984, to J. R. Shostale, S-H-O-S-T-A-K, 
ohnson, re Younger Adult Smoker Study, 
eposition Exhibit No. 7 was marked 
tion.) 

BY MR. SHONKA: 

[16] Q: Ms, Beasley, would you take a moment to look 

(17) at Exhibit 7 - 
(is; A: Yes, I will. 

119] Q: - and tell me if you've seen it before. 

Pol (Witness reviews document.) 
pi| A: No. 

(Z 2 | Q: No, you have not seen it before? 

(23) A: No, I have not seen it. 

124) Q: All right. In October of ’84 you were with 
[ 2 S] the - you were an assistant brand manager for the 
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[i) More brand; is that right? _____ 

ra A: That’s right. 

[ 3 j Q: Do you recall precisely -1 see you changed 

(4) from the Camel brand, also, in October of '84. Do 

(5) you recall where you would have been on 

(6) October 18th? With More or Camel? 

pi A: I don’t. 

[si Q: Okay. 

[9] A: One of the two. 

(to) Q: Good guess, 

ini A: I’m sorry. 

[121 Q: That’s ail right. 

[isj MR. WILLIAMS: And further, David, what’s 
(i4) the point? Because the document put in front of her 
[is] doesn't deal with More or Camel, it deals with 
riB] Salem. 

[ 17 ) MR. SHONKA: I’m asking her where she was at 
[is] the time.That’s all, John. 

[isi MR. WILLIAMS: I know. But let’s ask 

[ 20 ] relevant questions. 

pi] BY MR. SHONKA: 

[ 22 ] Q: The second paragraph, in Exhibit 7, if you 
t23j focus on that it says: (Reading) 

(24) In February 1984, the 

[25] brand group identified an 
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[i] opportunity to optimize 
[21 Salem's younger adult position 
pi via a line extension targeting 
14] exclusively to 18/19 year old 
P) smokers. 

[si Do you see that? 

pi A: I see the document says that, yes. 

Pi Q: Arc you aware - or were you aware in 1984 
pj of any efforts to do - undertake line extensions 
tioi directed to 18 to 19 year old smokers? 

(til A: No. 

[i 2 ] In fact, the first time I heard about it was 
[i»] this. I mean, I don't recall it. 

[i 4 ] Q: And, again, did you, later in your career, 

[is] develop an understanding as ro why Reynolds would 
[ 16 ] have been marketing or planning line extensions 
(I?) targeting exclusively to 18/19 year old smokers? 

[isi A: I think this Is like one person's proposal. 

[19] I don’t know as Reynolds ever did that. So I 

[ 20 ] wouldn’t assume Reynolds had did - had done that, 
pi) one. And, two, no, 1 don’t have any knowledge of 
rzi it, or did I ever develop a knowledge of it, I 

pa] don't recall it. 

[ 24 ] Q: Are you aware of Reynolds at any time having 
ps] developed line extensions to target 38 and 19 year 
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[i| old smokers? 

[21 A: No. 

Pi Q: Or how about 18 to 20 year old smokers? 

M A: Possibly 18 to 20.1 mean. I don't recall. 

(5i But. again, in general, we were looking at younger 
(61 adult smokers; sometimes that was defined as 18 to 
m 20, sometimes as 18 to 24. So it’s certainly 
m popible J can’t recall any specific instance. 

1«1 Q: All right. Regarding 18 to 20s, you said 
(loi po^^^io you have any recollection at all of 
(ii) lin^extcnsions? 

0*1 jSM^for just 18 do 20? No. 

(ill HL Of not just 18 to 20, but, say, targeting 
‘ 18 to 20? 

Id say targeting 1$ to ear old 
j?es. But targeting Up£ ust 18 to 
J.no. 

Q: Whfif’do you recall rej 
tensions? 

| certainly on - wells 
pi) it was just* 18 to 24 or not; I'< 
pal look.^lt certainly included 18?to 24. Sne 
[23j exte n^S a^tn Camel, line on Salem, line 

[24! cxteris 





rgeting 18 to 


know if 
go back and 




that, 
u recall a time w! 
line extension on 



eytiolds was 
targeting 18 to 


Because I 
Camel's target 
I had it, it was 
; and Camel 
’t know. 


8 to 24? No, I don| 

Camel the whole 
Q^er time.You knot 
rimary; secondary,! 
imokers, 18 plus.! 
e clarify my quest?! 
sking is not just what you knew at 
was happening, but whether you have any 
or any understanding of Reynolds marketing 
hsion to 18 to 24 year olds in the Camel 


iragain, I think the target would have 
|ir] included 18 to 24 year olds probably for all the 
(i9l line extensions, Now, it probably also included 
(<«l other groups as well, 
pci Q: What time - 

pi] A: Well, I mean, that would be before '92. 

P 2 ] After '92 would be 21 to 24.You understand that, 
P3) Q: Yes. 

(24) Before '92, who - or which - can you give 
ps] me dates? 


HI 

[Z1 

[»I 

M 

[S] 

1*1 

(7) 

[ 8 ) 
PI 

[Id) 

['ll 

[121 

[13] 

I'4] 

1151 

[16) 

1171 

(19) 
(19! 

( 20 ) 
( 21 } 
(221 

(23) 

(24] 

(2S1 


hi 

(21 

PI 

[4| 

[51 

(51 

PI 

t*l 

[91 

[ 10 | 

(HI 

(121 

(131 

(Ml 

list 

(16) 

(m 

1181 

(191 

t»l 

( 21 | 

(Z2I 

(231 

P4| 
| (25) 
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A; Dates? Relating to what? 

Q; For the line extensions that might have beSrf 
targeted to 18 to 24 year olds. 

A: And a broader group. 

Q: And a broader group. 

A; So if you're thinking about Camel line 
extension that may have been targeted to 18 to 24 
and a broader group. I would say probably - what 
time period are we talking about? 

Q: I’m asking you.That's the question. 

A: Umm. 

Q: Before 1992. 

A: Before 1992, from - so, like, from 1982 to 
'92 or - 

Q: I think we've been talking - 

A: For '84? 

Q: - at *84. 

A: Okay, '84 to ’92.1 would say Camel Ultra 
Lights may have been introduced in that time period 
and probably included an 18 to 24 target. 

Q: Just to make sure we're clear on the record 
here about targets, brands have what they call a 
primary^ target? 

A: Sometimes. 

Q: And a secondary target? 
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A: Sometimes. 

Q: And a primary target is what? 

A: It has more emphasis than the secondary 
target.That's all. I mean, they're both targets 
of the brand; one just has more emphasis. 

Q: So, now, when we talk about - can you talk 
about - or do you have any understanding of Camel 
doing a line extension where the primary target was 
18 to 24 year olds? 

A: Well, I’m not sure. I’d have to go back and 
look. You know - I’d have to go back and look to 
know if that was the primary target or not. I 
certainly think it’s possible; but, you know, I 
would need to go back and look. 

Q: How about with Salem? 

A: I would have to go back and look to know. 

Q: And Winston? 

A: Same thing. I would have to go back to 
look. 

Q: Where could - where would you be able to 
find this if you were to go back and look? 

A: That’s a good question. I mean, I think 
that - you know, you guys have all the old company 
documents, so I'm assuming you might be able to find 
it somewhere in there. 
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Q: You have no independent knowledge of where 


HI 

( 2 j such information would be now? 

pj A: Again, the old company documents. 1 would 

[4j assume, would have it. that you have. 

(si Q: All right. So you’re not aware of any line 
(si extension efforts that were made targeting 18 to 20 
(?) year olds in the 1984 period? 

A; ipccift£l|Uy, no. Just 18 to 20 year olds. 

Pi no. 

[ioi Q: OiF fo 19? 

jd 19 year olds - 
ay. 

ally.no. 

V: I would like to 
acument that’s pre] 

: a document date 
ie toA.R. Cox.' 

1-Y-A-S, Panel. 

Reposition Exhibit Nj 
Ion.) L 

BY MR. S 
te a look at Exhib; 

£e document before 
lent.' 




ed as 

een marked 
(bctqber 1(5, 1984, 
ct is 

; marked 


ell me 
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Ms, Beasley, in th 
re of FUBYAS panels? 
call it, no. 

ever hear of them£ 
ink so. I don’t rec 
ever develop a sul 
m understa nds ^ of FUBYAS panels 


11984. 





familiar with the t| 


|YAS? 


es it mean? 

IAMS: We already talked about it in 
n. We’ve already established that. 

BY MR. SHONKA: 

A: First Usual Brand Younger Adult Smokers. 

(i7i Q: And what does that mean? 

(ib) A: You know, conceptually, I think what it 
(i»l meant is it’s the first brand that a younger adult 
( 20 ] smoker becomes loyal to. In practice, how it was 
pi] used is attached to 18 to 20 year old younger adult 
( 22 ] smokers or 18 to 24 year old younger adult smokers, 
pa] Q: You said first usual - first brand that a 
p4) younger adult becomes loyal to? 
pr A: Yes.Younger adult smoker, 


Page 174 

(M Q: Younger adult. _ 

(21 A: Smoker. Becomes loyal to. 

PI Q; Did you - could you take a look at 876 - 
[4] I’m sorry, Beasley Exhibit 8, and tell me if you 
[Sj have any understanding - the paragraph is number 2, 
pj (Witness reviews document.) 

[7] A: Yes. 

(«l Q: There are a series of initials. ARC, JT, 
pi WPW, and RCN. Do those initials mean anything to 
(ioi you, any of them? 

[ii| A: Well, I think ARC is Alan Cox. It looks 
(i 2 i like, although I don’t know, that GJT is Greg 

(13] Totterdale, because he’s the one at the top there. 

(14] And RCN, Dick Nordinc, the guy it’s from. WPW, 

(is] don’t know, but could be Bill Weiiatch. I don’t 
!i6] know, 

(i 7 ] Q; And MLO is Martin Orlowsky? He’s about 
(iai three lines down, 

[i9| A: I believe - I believe so. 

[ 20 ] Q: At the time this memo was written, were you 

( 2 1] reporting to any of these people, Mr. Cox, 

P 2 I Mr.Totterdale, Mr. - Wetlatch, is it? 

P3| A: That’s possible. I don't know that's his 
(24] initials, I’m just saying it's possible, 
f 2 S; Q: If it is him. 
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[i] A: No, I was not reporting to any of them, 
p] Q: Mr. - not Mr. Nordinc. 
pj What about the others I’ve mentioned on the 
[4] next line? 

( 5 i A: Well, in 1984- and this was October 16th, I 
(si was probably either reporting to Steve Strausburg, 
(7) Alien Sterling or Rick Caufield. So, no. 

18 ] Q: Are you - were you ever aware of any 
pj lifestyle studies that Reynolds undertook? 

[to] A: I don’t know.That’s pretty broad. 

(ni Q: Yes, it is. 

[121 A: I mean, you know, "any lifestyle studies.’’ 

[is] Q: Let’s focus in the '84 period. 

(Hi MR. WILLIAMS: Can you be more specific, 

(i5i David? 

list MR. SHONKA: I can’t. 

(17] MR. WILLIAMS: Well - do you have a 
(is] document? 

|l9] BY MR. SHONKA: 

( 2 oi Q: Are you aware of any in that period? 
pi] A: You know, it's just so broad. Like, 

( 22 ) "lifestyle studies." I mean, is it a lifestyle 
pa) study if you go to a focus group and ask a group of 
P4j adult smokers what lifestyles they like? I mean, 
psj sure we ask lifestyle questions of adult smokers. 
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Ml 

Pi you? 
pi 
w 
is: 


Q: Does the term "mind set" mean anything to 


A: Yes. 

Q; What is that? 

A: Well, you know, it's a moving target, but I 
(sj would say, in general, mind set would mean maybe the 
m values or attitudes or lifestyles of an adult 

Q: Oi|a segment of adult smokers? 

ould be of a segment. Not necessarily. 

Dq you know who Gene Shore is? 


Who is he? 

? is a marketing res< 
he works for Re 
A: He 5 has worked for Re 
|pplier for Reynoi 
i supplier for Re 
vc you ever worked 
, I have. 

Q: When? 

7^,,Oh, you know, over 
remember wo 
[24| BmJL^asu know^K^fbee 
ae. I caniiigKEnemb' 




I would say 
him on Winston, 
er of ours for 
xactly all the times 



A: 

MU He 
M 2 ] kno 
(131 
[u| the 
(tsl A; 
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ed with him. 
at did you remembe'f 
r about Winston? 
did focus groups f<fi 
ups. 

at time period? 
uld say early "90s/ 
you ever work wi| 
el? 

n’t remember. Cot 
have done some of our groups.You 
just don't remember. 

^ have no knowledge of FUBYAS panels in 
- '4 period? 

remember that, no. I don't recall 


hat do you 


conducted 


connection 



[is] that" 

[177 O: Any knowledge of it subsequent to '84? 

[i«l A: No. no. I don't - I don't have any 

M»t knowledge about it. I don’t recall it. 

po| Q: Did you develop any knowledge later on in 

pt) your career at Reynolds? 

(in A: No. I don't recall having - I don’t recall 
[23j that. 

( 2*1 Q: Okay. Did you ever advocate repositioning 
ps) of any of the brands that you worked on before Now, 
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(il Salem, and More? 

pi A: 1 could have advocated all three of them. 

PI It’s hard to say. You know, that's one of the 
t*l things you do:You're always thinking up ideas, 

PI Q: Did you ever advocate repositioning those 

[6] brands for 18 to 20s? 

[7] A: I think in my last deposition they showed me 

pi an old More document I wrote where I advocated that, 
pi I believe. 

(101 Q: Okay. 

(iti A: Or something similar - I don't remember the 
;i 2 ] exact wording, but that we might reposition More to 
Ms] younger adult smokers. 

[I*] Q: Do you have any recollection of that event? 

[is] A: You know, vaguely. 

[ioi MR. WILLIAMS: Of the deposition or the - 
[iti MR. SHONKA: The event,John. 

Ha] MR. WILLIAMS: Event. 

[is] THE WITNESS: Actually, when I wrote that 
poi document, no, I don't really remember the thinking 
pil when I wrote that document. 

|p2] BY MR. SHONKA: 

I pa] Q: You assigned statements in it to youthful 
( 2*1 exuberance? Is that it? 

P5i MR. WILLIAMS: What? 
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PI THE WITNESS: Well, no, I would say, you 
pi know, as a marketing person, even as an assistant 
[3] brand manager on a brand, you're always trying to 
[*l come up with ideas for the brand and suggest ideas 
[S] and come up with ideas, and there's many of them, 
is] And to remember every single suggestion you made, 

[7] you know... 

pj BY MR. SHONKA: 

pi Q: Okay, Did you - do you recall attending 
, 110 ] any presentations given by Diane Burrows? 

[it] A: Yes. 

[i 2 ] Q: When? 

[i3| A: You know, I can't remember the exact year. 

[i4] I would say it’s probably in the mid ’80s, and I 
[is] remember going to a presentation that she gave to a 


[is] large group on younger adult smokers. w 

(in Q: Did you talk to her after the presentation? ^ 

ji»] A: I don’t recall, no, doing that. 

[i9] Q: Did you ever have any subsequent to 

po) communications with Diane Burrows regarding her ^ 
pi] presentation? ** 

[ 22 ] A: That specific presentation? 

pa] Q: Yes. 

p*j A: I don't recall doing that. I mean, it’s 

ps] possible, but I don't remember. 
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01 Q: Did you ever discuss younger adult smoker 
12 ) opportunities with Ms. Burrows? 
pi A: In my whole career? 

(4) Q: Yes. 

IS] A: Yes. 

(5 ) Q: When? 

[7] A: Oh, you know, over the years, certainly 
[*] we‘vc j8Jiked\ 

[9] Q: N^at ajgput in the '84 period? 

(io) A: Youlmow, I don't remember specifically in 
(i<l the ’S-'jLnefiod,no.1 remember attending a 
[izj preserflnKHlNlf hers; but, beyond that, I really 


(i t) the ’SCnerfod, no. I remember attending a 
(izj preserfpnKHrilf hers; but, beyond that, I really 
[is] don't remember she and I chatting a lot over it. 
(i4) Q: Ij$f|g|r§emember discussin|f4l wit^i her? 
(is) A: say as, you knowfij^^w^time 

(is) prnodLremember any specific conversations. I 
(17) re me r&BcV'a tending a presentaii^n-s^ptbla large 
[is] of marJ$$dngsfeeople that she 
[i 9 ] Q: llov|ltt> 9 Ui when you were brandjpanage 
( 2 oi CamcPfPniw|rou became brand plistPir in ‘87 
pi) have any discussion with Ms. 

(Ml A: 1 ddn'e^e member any speci^^^ersatic 
pa] no. [ I l 

[24] Q; Do#H^have anyfirSPle rcc4l8?dfi£'li of an; 
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>nvereations. I do 
n- 3 $uhi^a large group 

W4iMAft4444W 

WgmBk: 

srandjpanager for 
ftisffij in ‘87, did you 

U^conviersations, 


|i of any 
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Pi A: Yes - or 9. You mean 9? I don't recognize ___ 

( 2 ) Exhibit 8.This is 9, though, it says. 

PI Q: All right, 9. 

(4i Do you recognize 9? 

(51 A: Yes. 

[6| Q: What is that? 

(?) A; It’s a recommendation I made to Gerry 
(6) McKenna back in '84 on the More brand, 
pi Well, I don’t even know if it was a 
[io] recommendation; I guess it says "perspective," a 
[iij brand perspective. 

(125 Q: Would you take a look at the memo closely 

[1 3 ] and tell me if it refreshes your recollection at all 

(1 4 ) about any discussions you might have had with 
[is] Mrs. Burrows regarding the younger adult smoker 

[is] presentation. 

(it) A: No.it does not. 

(is) Q: Does it refresh your recollection as to when 
to) you would have seen the presentation? 
pc] A: Well, I suspect it was before this, 
pi) Q: ’This" being October 19,1984? 

[M] A; Yeah. But I said it was the mid ’80s. I 
[ 23 ] mean, so it was probably around this time. 1 
[ 24 | probably went to the presentation and then came out 
( 2 S) and wrote this. 
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pi Q: Any^fPfetten memoranda? 
pi A: TlrturnL net that I recall. I ce 
(4) recall an^ \ 

rs] Q: Thl£ss$$le the ones that di< 


(sj Q: Th!Sgg$le the ones that did 

(61 writing, p^t it? 

pi A: No^^old you, I can't rec 



(»] conveg| 
pi MR Y 
(ioj think, 
pit THEV 
( 12 | 

(i3] Q: Gt 
(u) MR. V 
(is) when h 


AS: He's just jokin| 


ISS; Oh, 


BY MR. SHONKA: 


(u) MR.WpSMMS: I mean, he's got to be joking 
[is] when h jssaswfcg o you have any vague recollections 
( 16 ) about something. 

!i7] THE WITNESS: I don't really. 

(i»l MR. SHONKA: I want to have marked - this 
li 9 ] is a document that is dated October 19,1984, to 
[M] Mr. G. W. McKenna, capital M-C-K-E-N-N-A, a Younger 
[ 2 i] Adult Smoker Presentation, More Brand Perspective. 
(mi (Beasley Deposition Exhibit No. 9 was marked 
(mi for identification.) 
p 4 , BY MR. SHONKA: 

(251 Q: Ms. Beasley, do you recognize Exhibit 8? 
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in Q: It's very likely, then, it was soon after? 
pi A: I suspect. But I don’t know. Honestly, I 
PI don’t know. 

[ 4 | Q: Do you recall if you received any materials 
[5| from the presentation? 

Pi A; No, I don’t recall that. 

( 7 ] Q: Is it likely that you would have? 

(at A: Not necessarily, no. I mean, it's certainly 
(si possible, but I wouldn't sav it's likely. 

( 10 ! Q: And at the time that you wrote this memo, 

[uj Beasley Exhibit 9, where did Mr. McKenna stand in 

[i 2 ] relation to you at Reynolds? 

ini A: He was my boss's boss on the More brand. 

(u| Q: So he was - you were the assistant brand 
lis] manager for- 

tie] A: For More.And then there was a - 
[i7] Q: Brand manager. 

(is] A: - brand manager. And then there - and he 
116 ] was up above that, 
pc] Q: Above that? 

pi] And that would place him in charge of 
[ 22 ] several brands? 

p 3 ] A: I think so. I think he was, yes. I can’t 
( 24 ) remember specifically what brands, but I think he 
( 2 sj was. 
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[i] Q: And do you know who he reported to? 
pi A: I suspect he reported to the head of 
PI marketing at the time. Whoever that was. 
n; Q: Okay. Now, I'd like to go back to our 
[5] earlier discussion about 18 to 20s, and in the 1984 
pi period, 

A: Uh-huh, 

Q: Docs your review of Exhibit 9 refresh your 
ion as to why Reynolds was at all 
d in 18 to 20 year olds - 
Again - 

ILLIAMS: Stop. First of all. she has 


(ii) rfgitsaid\he has no recollection as to why Reynolds 
|-ested in 18 to 20s,|he's already answered 




ugftion.And 18 to 24s“. 
ishe’s testified ther 
i rephrase - 

BY M 

Iunderstanding - o 
cript in front of me, 
itfiaty3utestified earlier 
[221 understanding as to why Ri 
pal 18 iai2Q s.v.ear olds in the 19 
[ 2«1 I ha ve, th arri gh t? 

, what Ksaidwas 



^question 
So recollection. 

I 

JKA: 

I don't have 
understanding 
,ad no 

is interested in 
id; is that - do 

| 

Recollection 



time period is tha 
to us; spec: 
duit Smokers. My 
be defined as 18 
er adult smokers 
'".And if you look at 
8 to 20. and it rcf< 
First Usual Brand 



Page 
:r adult smokers 
st Usual Brand 
recollection was 
8 to 24 year 
20 younger adult 
ment, it 
to 24, and 
Adult 


[ 20 ] 

PM! 


much confirrPW^coUccbon 

you earlier, which is, it talks about 
[: 2 l First^gsaSl Brand Younger Adult Smokers.it 
(is) rcfe^rices 18 to 20, it references 18 to 24, and 
[uj theifTmpbrtance; which is pretty much my accurate 
[is] recoffmnlsn of it. 

[is) Q^PillliSy, 1 need your help here. I don’t 
[i7] sec a reference - oh, 18 to 24. "Three quarters of 
[is) smokers 18 to 24 were educated through high school 
[is] or less”? 

A; Yes. 

Q: But above that you make a statement that 
122 ] FUBYAS are 18 to 20 year old? 
pa] A: Again, it was - it’s an evolving 
( 2 <l definition. Sometimes it’s - FUBYAS are referred 
[251 to as 18 to 20 year olds, sometimes they’re referred 
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to as 18 to 24 year olds; you’ll find a mix of it in 
the documents.And that’s my recollection of th£“~ 
time, and that's pretty much what the documents 
reflect. 

Q: But in this memo you're talking about FUBYAS 
as 18 to 20s, are you not? 

A: Well, it looks like in one place it does, 
but in another point you're talking about 18 to 24 
year olds. So - you know, I'm not really sure, 
looking back on this, you know ... 

Q: I think I’m having - 

A: Thirteen years later. 

Q: - a Little problem with the grammar on 
this. I’m in the paragraph that talks about 18 to 
24 year olds, but I don't see any reference to 
FUBYAS. 

A: It doesn't say that. But the whole document 
is about 'Younger Adult Smoker Presentation." So 
obviously it referenced 18 to 24 and 18 to 20.1 
mean, that's where the stuff is coming from, it 
looks like. So they must have talked about 18 to 24 
and 18 to 20. 

Q: Is there any other reference in this 
document to 18 to 24 year olds, besides the one - 
the third bullet point on page l? 

Pags 187 

A: I don’t know if there's any ocher reference 
to age, period. I haven’t - I'd have to read it 
real quick and see. 

Q; Please do. 

A: I don’t see any other reference to age at 
all. 

Q. Throughout this document you mentioned - 

MR. WILLIAMS; Wait, wait. wait. Is your 
question specifically with respect to age breakouts? 
Because it talks about a number of other things 
relating to FUBYAS and categories of FUBYAS, okay? 

So let's be - I’m not sure what you're doing here. 

Are you looking for the actual Arabic numerals, 18 
to 24? 

MR. SHONKA: Are you done, coach? I mean, 

John. 

MR. WILLIAMS: No, no, no. I want to be 
real careful here. You asked her; she takes a quick 
look. Do you want to ask fair questions or unfair 
questions? 

MR. SHONKA: IVe told the witness to take 
her time looking at the documents. 

MR. WILLIAMS: All right. 

BY MR. SHONKA: 

O: Ms. Beasley, have you ever felt as if I’ve 
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(11 been rushing you through a review of the documents? 

[21 A: No. 

[3j Q: If you ever have that impression, would you 
[41 please tell me to slow down? 

IS A: Yes. 

[«! Q: Okay, thank you. 
m Now, looking at Beasley Exhibit 9, there are 
[8) scverpf refefences to FUBYAS, are there not? 

Allies. FjjJit Usual Brand Younger Adult 



I correct when I say that the only 
the document that has an age in the 
e as FUBYAS is in the first bullet point 
vears old"? 


"FUBYAS are 18 0 
Kin. - I will tell you, 

, which is First Us 
: sometimes is refj 
; referred to as 18 ti 
£c this is summa; 
Ifrom a younger adifFt 

[ 2 1] presentation, and it refers to 18l 

[ 22 ] and it cefgjs to 18 to 24 year ol 

[23j Q: wele FUBYAS, or 18 to 



Brand Younger 
HI as 18 to 20, 


poi con> 


) year olds, 


( 2 <l signific 
PS] 


[1] unpOrti 
[21 compa 
pi oppo 
1<! switch^ 
isi rates o: 
(61 o 
Pi Q: 

[ 6 ] co 
PI A- 
[101 I told yj 
[ii] Smoki 
[121 you’ri 
(i 3 ) marke 
(hi group 
(isi adult 


1 you in 1 


: smo 




the company.The 
cause they represent 
where there are hi 
d then, after that 
d loyalty. So it's a 
for the company. 
FUBYAS is not a 

you have - you ha 


>rtant to the 
v switching 
!! ra^es of 
higher 
ess 



ember what 

arlier, First Usual Brand Younger Adult 
ceptually talks about the first brand 
yal to. However, in using it for 

hen we talk about it, we talk about age 
e're talking about 18 to 20 year old 
or 18 to 24 year old adult smokers, 
(tsj And they either smoke your brand or they don’t. 

Ii7] Q: Would you please look at the top of page 3. 

[i8j A: Yes. 

[is] Q: You say, "More could target two segments" - 

[ 20 ] MR. WILLIAMS: I’m sorry.You're reading 

( 2 1] from the top of page 2, not the top of page 3. 

[221 MR. KACZYNSKI: There are two page 2s. 

(23j MR. SHONKA: The third page of the document. 
(24] MR. KACZYNSKI: Lynn's got a new secretary, 
ps] MR. WILLIAMS: The last page of this 
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[i] exhibit? 

PI MR. SHONKA: Yes. 

[3] MR. WILLIAMS: All right. 

( 4 ] MR. SHONKA: So the record is clear, 

isi BY MR. SHONKA: 

(6! Q: It says: (Reading) 

m More could target two 
Pi segmcmsiThe brand would 
[ 9 j continue to be for smokers who 
[id) want to stand out from all 
(til other individuals and it would 

[1 2 ] also be for a FUBYAS subgroup 

[13] who wants to be seen as 
(i4| different from all other 

[is] groups.The older smoker who 
(i6( switches to More has the 
[i7] self-confidence and maturity 
[is] to make a strong statement. 

[is] The group provides the same 

[ 20 ] security for the younger adult 

[ 2 1) smoker who selects More. 

! [ 22 ] Does that paragraph not distinguish 
l between FUBYAS and older smokers? 

1 A: Yes, it does. 

I Q: And it refers to FUBYAS as a subgroup? 
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(i) 


A: Sure, it is: First Usual Brand Younger 
[21 Adult Smokers. Younger adult smokers, older adult 
[3] smokers, two different groups, 

[4j Q: So in this paragraph you're referring to the 
Pi 18 to 20 year olds, as in the first pan of the 

[6] memo? 

[ 7 ] A: Don't know that, no. Could be; don't know, 
m Could be 18 to 24, could be 18 to 20. It's probably 
pi 18 to 20; but I'm not sure, because it doesn't say. 

[io] But, you see, First Usual Brand Younger 

[ti] Adult Smokers is defined by age.You know, it's a 
[121 conceptual difference. But when you actually get to 
mi targeting a brand, you're targeting an age group. 

!i4] And so you're targeting a group who currently choose 
[is] your brand and people who choose another brand, and 
(tsj you want them to choose your brand: 18 to 20 or 18 
[i7] to 24. 

[is] Q: Why Is FUBYAS defined by age and not by the 

[is) words that make up the acronym? 

poi A: Because, in practice, you target an age 

[ 21 ] group. You can't target that nebulous thing, 

pal because it's a conceptual difference. Conceptually, 

[23] how loyal is someone to a brand? Have they 

[24] developed a strong loyalty to it or arc they not yet 
I 2 S] loyal to a brand? It’s a conceptual difference. 
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Ml When you come to actually marketing a brand, 
(21 you'll market to an age group. So you market to 18 
131 to 20 or 18 to 24 or 18 to 34.You have to pick an 
5*1 age group, because that’s a conceptual difference. 
;si It's not a difference that translates into marketing 
(«l programs. 

Pi Q: Doesn't Reynolds sometimes market to 
ents as opposed to age groups? 

A: Segments. I mean, normally every brand has 
“group target. Now,you might also have with 
aat age group target - further define - like on 
people who stand out and want to be 
ffereht. So you have an age target and you have 
.ide description of (hat age target, 
right. Isn't a First jjfflfefcprand 
Sungir Adult Smoker a pp^on who has chosen a 
brand as its - hi^or hQ^first usual 

(i»! brand^ 

that’s the cond 
£ 20 ] of it, as I’ve deft 

[sip Q: That definition is in 
£ 22 ] is it not’ 

1231 ypjgSfewJt's not.And that': 

[24] dtfemeBts thayd4jgsither 
!25) tof2() oV that mesas., j 8 to 





t, because - you h; 
ccause it is just a 
person, hypothec 
at age 55, would C: 
ever smoked befo 

first usual brand? 
e. If that's the first! 
vou can have a fir: 



would say, 

t of any age, 

u see in 
that means 18 
why it always 





it down to an age 
1 difference, 
rted smoking 
at point - 
d Camel be that 
} 

'they use. 
rand at any 



esi b 
[is] Ad 


course you can. It’s’XSS'ffScptual 
e, though, is what I'm telling you. It’s 
ual. You conceptually define on that loyalty 
;m where someone is. But when it actually 
marketing a brand, you actually market a 
u develop an age group you market to. 
why that conceptual difference was 
[in translated to age group. What we mean is 18 to 20 
[i»l or 18 to 24. Because that’s how you market a brand. 

[i»l You market it by the target age group you pick. You 

( 20 ) can’t - that's a conceptual difference. 

pi) Q: Ail right. We talked earlier today about 

[ 22 ) Reynolds' policy of saying what you mean and meaning 

[23) what you say? 

A: Right. 

Q: Do you recall that? 
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A: Yes. 

Q: We said that was a goal for - the company"^ 
would like to reach? 

A: Sure. 

Q: All right. Why doesn't the company just 
target to 18 to 20 year olds, then, or 18 to 21 year 
olds instead of First Usual Brand Younger Adult 
Smokers? 

A: During this time period, the reason I think 
that First Usual Brand Younger Adult Smokers was 
used was because it was an important conceptual 
difference that said, at this age group, there are 
more people who haven't yet chosen a brand to be 
loyal to, so you have a better chance of building 
business, you have a better chance of getting them 
to be loyal to your brand. And that's a real 
conceptual difference. That is saying what you 
mean. 

But when it comes to actually marketing a 
brand - okay, now we're down to we’re creating 
marketing plans and advertising and packaging fora 
brand - it’s an age group. And so First Usual 
Brand Younger Adult Smokers was translated to mean 
either 18 to 20 year old younger adult smokers or 18 
to 24 younger adult smokers. 


Page 195 

Q: Does Reynolds want - okay. Strike that. 

Could you read back the last question? 

MR. WILLIAMS: "Does Reynolds want?" 

MR. SHONKA: No - answer. No, we’re 
striking that one. Read back the answer. 

(Whereupon, the question was read back by the court 
reporter as follows: 

During this time period, 
the reason I think that First 
Usual Brand Younger Adult 
Smokers was used was because 
it was an important conceptual 
difference that said, at this 
age group, there are more 
people who haven't yet chosen 
a brand to be loyal to, so you 
have a better chance of 
building business, you have a 
better chance of getting them 
to be loyal to your brand. 

And that's a real conceptual 
difference.That is saying 
what you mean. 

But when it comes to 
actually marketing a brand - 


cn 

to 

h* 

CO 
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(t| okay, now we're down to we’re 
{7! creating marketing plans and 
Pl advertising and packaging for 
W a brand - it’s an age group, 
ra And so First Usual Brand 
[6j Younger Adult Smokers was 
m translated to mean either 18 
P! to 20 yjsar oldyounger adult 
p» smokers or lffto 24 younger 
Hoi adult smUHif. 

[til TH^WlTNEpS; Yes, 

(in BY MR. SHONKA: 

[isi Q: why? 

[x] A: u market to an a^group. You 

t'Sl Pick ajpggg^oup to market to. Am; 
tie] out, asjl gave ^ou the switching nliihbers earlier, 
[in this gililiiPiP^pre likely to not hlYJyhrWlloped 
[is] brand loyaltyjfir be more likely t< 


(is] you'vqsgo^sDerter shot, when you do yi 
(Ml agains^^fe^jf convincing the: 
pii brand than you do have an older 
[ 22 ] So it’$>ahimportant age grou 
(23; they dev$j^ytjgand loyalty and 
p*l go downL^gggfiiis is an^ggjjg|rtani 
psi to buiid l&ur/fe usiness, 


m Q: 
pi brands a: 
pi A: W< 
[4] brands; 

(si brands. 
(6) our bra: 
Q: As 
A: 

tej ourbi 
Hoi to or 
pi] to choo; 
[i2] Q: Thi 
(131 having si 
[i4] usual b 
[is] MR, 

(>«] 
tin 
(18| 

[19] 





Ids wants smoker: 
first usual brand? 
younger adult smi 
nt older adult smol 
would like adult 



PI 

[B) 




choose our 
rrcfthoose our 
to choose 


st usual brand? 
ult smokers we wi 
it's their first bran 
brand they're lo 
brands.That’s our goal, 
re advantages, are there not, in 
rs choose your brands as their first 


to choose 
loyal 

want them 



: Young - adults? 

MR. SRONKA: Any smoker. 

MR. WILLIAMS: Any smoker. 

BY MR. SHONKA: 

Q: As choosing your brands as that smoker’s 
[ 20 ] first usual brand? 

pi] A: Adult smokers.There are advantages to 
[72] having adult smokers choose our brands. I don’t 
pa; care what age it’s at, there’s an advantage to 
(24) having an adult smoker choose your brand, 
psj Q: As their first usual brand. 
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[1] MR. WILLIAMS: Look, she has given you the 

[ 2 ] answer. 

PI MR. SHONKA: No, she has not. 

[4] MR. WILLIAMS: I don’t know what more she 
[S 3 can do. 

pi THE WITNESS: Again, whether it's the first 
n brand, the Second brand, the third brand, we want 
[8] them to choose our brand to be loyal to. We want 
[W them to switch to our brand. And that’s adult 
[io] smokers of all ages, 
t-i) BY MR. SHONKA: 

;i 2 ] Q: But there are economic advantages, are there 

[13] not, in having smokers choose your brand as their 

[14] first usual brand? 

[i»l MR. WILLIAMS: Wait a minute. I’m going to 
tie] object here. Are you saying adult smokers? 

(in Otherwise you’re just being - trying to argue - 
[is] MR. SHONKA: The question stands. 

(isi MR. WILLIAMS; It’s argumentative. 

‘ 120 ] THE WITNESS: Again, for adult smokers.it 
ipi] is advantageous to have them choose your brand, 

| [ 22 ] either as their first brand or a brand they're 
[231 switching to, when they're 18 to 24 year olds. 

[24| Because, after that period, they become less likely 
psj to switch. 
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(t| So it doesn't matter whether it’s the first 
pi brand or the second brand or the third brand. But 
[3] if you can get them to choose your brand when 
Pi they're an adult smoker 18 to 24, then you have a 

[5] better ability to build your business over time. 

[6 ] BY MR, SHONKA: 

m Q: Most smokers remain loyal to their first 
Pi brand for several years, do they not? 
pi A: No,Again, 42 percent of 18 to 20 year olds 
lie] will switch in a two-year time (tame; 29 percent of 
iti] 21 to 24 year olds; 17 percent of 25 to 29 year 
[i 2 i olds. So there’s a large group switching. And, no, 

[is! they are not. 

[i4[ You know - again, it depends on the kind of 
[is] switch they've made, if it’s a usual brand switch or 
[is] not. But certainly there is an advantage to having 
[in a younger adult smoker switch to your brand, yes. 
(isi Q: Is there an advantage in having the younger 
pel adult smoker choose your brand as his or her first 
po] usual brand? 

pi) A: It doesn’t matter,There's an advantage to 
[221 them choosing your brand. I don't know if it's 
pa] their first brand or their second brand or their 
[24] third brand, but to have a younger adult smoker 
ps) choose your brand is an advantage. 
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Q: You said that •f2 percent of smokers 18 to 20 
switch in a two-year period? 

A: Yes. 

Q: To me that means 58 percent do not. 

A: Right, 

Q: Is there ad - an advantage in having that 
58 percent choose your brand. Reynolds’ brands, as 
c$Sr fi^ usual brand? 

Agjin, that 58 percent - it doesn’t mean 
^en’t going to switch. It just means, during 
iyear time frame when they were 18 to 20, 

T switch.They may switch at 21 to 24; 
switch at 25 to 29; they may switch when 
5ver30. . 

your advantage iq*s!PiTCh a smoker 
^rand, whatever agethey^re. It is more 
|ous to switch thefmv|berj they're a younger 
oker because they! 



ian - for a longer 
it smoker. 

Q: So there is an advantaj 
bratfthgop your brand whili 
^Is^whili they’re 18 to 2 
smq^fe*^ecause|fl^lre - 

ere is an lhtage?j 


| to stay with you 
i)f time than an 


switch your 
18 to 20? 
a \iouiiger adult 




I 

! 1,1 

; pi 

! pi 

i 

(«l 

[5| 

[«l 

PI 

[81 

PI 

[t0| 

["I 
[121 
| [131 
[ 1*1 
[IS] 
[IS] 

[17] 

[18] 
[19] 
(20| 
[211 
[22! 
[231 
[24] 
PSI 


“ Page 201 

il, there's an advani^^^^ause 
you can more easily someone at 

nd then they becc ^^emor e brand loyal, 
y. So there is an adpmtage in having an 
f year old choose your bran^J of cigarette as 
n's usual brand? 

hoose our brand aj^^yjisual brand? 
e want adult smokerl tol:hoosc our brand 
sual brand.Absolu|||||iigj|’s our goal, 
y. And isn’t it also your goal, then, to 
choose your brand as their first usual 


5; Who is '‘them"? 

>: The goal is to have adult 
smokers choose our brand as their usual brand. 
Whether it’s their first usual brand, their second 
usual brand, their third usual brand, or ad 
infinitum, our goal is to have adult smokers choose 
our brand as their usual brand. 

BY MR.SHONKA: 

Q: Are you telling me that Reynolds does not 
care if smokers choose a Reynolds brand as that 
person's first usual brand? 

A: That is not the key. The key is how many 
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people choose our brands as their usual brand. 

Q: So your testimony - 

A: Adult smokers. 

MR. WILLIAMS: No, no, that wasn't. 

MR. SHONKA; No, I’m asking, 

BY MR. SHONKA: 

Q: Do I understand your testimony, then, that 
it makes no difference to Reynolds? 

MR. WILLIAMS: Wait, wait. Stop.What 
makes no difference? That we are - and the reason 
that I’m going to stop is we’re going too fast and 
we’re becoming very argumentative here. Can you 
pose your question? Arc you asking an age question? 

Would you pose your question again, please. 

BY MR. SHONKA: 

Q: Did you understand the question? 

A: No. 

MR. WILLIAMS: I don't care. I didn't 
understand it. It's not going to get an answer 
until I understand it. So why don't you - 

MR. SHONKA: Your understanding is 
irrelevant. It's the witness's understanding - 

MR. WILLIAMS: It may not be irrelevant - 
it may be irrelevant to you; it's not to me. Let me 
have the question back, please. 
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(Whereupon, the question was read back by 
the court reporter as follows; 

Do I understand your 
testimony, then, that it makes 
no difference to Reynolds? 

MR. WILLIAMS: All right. I’ve asked what 
makes no difference to Reynolds? Let’s have a fair 
question, David. What makes no difference - 
BY MR. SHONKA: 

Q: Do I understand you to say that it makes no 
difference to Reynolds if a smoker does not choose a 
Reynolds brand as chat smoker’s first usual brand? 

MR, WILLIAMS: Are you asking smokers or 
adults? 

MR. SHONKA: I said smokers, John. 

MR. WILLIAMS: All right, smokers. 

THE WITNESS: Agijin, we are interested in tn 


adult smokers only and the choice of adult smokers. h* 

And it is very important to us that adult smokers ^ 

choose our brands as their usual brand.That is our 
goal. Whether it is their first brand, their second oo 

brand, or their third brand, we want adult smokers ® 

to choose our brand. Particularly young adult 
smokers, because of brand loyalty. 

BY MR. SHONKA: 
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(it Q: Take a look at Exhibit 9 again. In the 
(at first bullet point, the bullet point with the 
PI sentence, "Older smokers who have already selected a 

(4) first usual brand are switchers." 

(5) A: (Witness nods head.) 

[6| MR. WILLIAMS: I'm sorry, the first page? 
m MR. SHONKA: First page. 

01 THlfwiTN^SS: Uh-huh. 

M BY MR. SHONKA: 

(io) Q: glow, that sentence does distinguish between 
ive chosen a first usual brand and those 
itched, does it not? 



- I think I explained this 


[ill those| 

(i 2 ) who 
[i3l A: 

[i*I severfi fili^already.There is a Co: 
(isi differ^^%^tween someone wl 
['«) and a brand they 

[i7] Thcrc^ is a conceptual differenc 
[isi txansl agedrdt'i iur marketing pro; 
list grouj 

0: YousaiSl there's a conccpi 


[20! 

pit Is there ; 
(221 A: Th] 
pot targetini 
[ 2 *i what it 
PS] Q: 


ni doesn't 
( 2 ) of first 
pi A: Ag; 
Pi we marl 
(Si Camel, tl 
l«l smoker: 
Pi and.th 


practical difference? 
practical difference 
So it^t 18 to 20 or 18 n 
es in a Marketing 
wc go'oiti to th 





Ids simply market 
rand smokers? 

e market to youngpj^£d*tU|smokers 
older adult smoker^.-When I was on 
rget for Camel was J8 t o 2 4 male adult 
second, 25 to 34 rJSPflult smokers; 
el franchise smokfeBS^feind older. 


1 &) And t^^i^actly what we did.'] 


Pi 


Q: Di 


[tat FUBYAS 
HU A: A; 
[121 group.) 
til) define ii 
[i4j bccomi 
[isi I'm 




holds at any time eyertwivtlop a 
gy with respect to Camel? 
nceptually, it translates to age 
e in this document where it tries to 
to 20 or 18 to 24. that's what it 
brand. 

explain the difference to you. 
lie] There is a conceptual difference. Is it the first 
[17] brand you are loyal to or is it the second or third 
[i«l brand you're loyal to for adult smokers? When wc 
[<9l translate that to a marketing plan, it becomes an 
po) age group attached to it. 

( 21 ) Because the 18 to 24 age group is more 

( 22 ) likely to be switching and more likely to be in the 
pi] process of choosing their first usual brand, we 

[24] translate that to the age group of 18 to 20 or 18 to 
ps] 24.And that's what’s important. 
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(il MR. WILLIAMS: Do you want to take a couple 
( 2 i of minutes? 

P) THE WITNESS: Yeah. 

m (Recess taken from 3:29 p.m. to 3:42 p.m.) 

[S j BY MR. SHONKA: 

m Q: Ms. Beasley, why did Reynolds reposition the 
m Camel brand? 

PI A: Because the brand was not performing well in 
pi the marketplace. It had perceptions of a product as 
[ioi harsh, and a lot of adult smokers felt tike it only 
(it[ had a non-filter style, didn’t even know we had 
[i 2 j filtered styles. If they knew we had filtered 
[is] styles, they thought it was a very harsh, strong 
[*.4] product. And it was a brand that was for - it was 
[isi a brand that was outdated and for older smokers. 

[isi Q: Was there any other reason? 

(i 7 ) A: Wc felt the need to contemporize the brand, 
(is) Q: What do you mean by that? 

(ib) A: 1 mean, adult smokers felt like it was a 
po] brand for older smokers and that it had a harsh, 

[pii strong taste. 

Mi Q: Why Camel? Why not some other brand? 

Ml A: Well, we worked on other brands as well. 

[24} Camel was just one brand we worked on. 

( 2 S) Q: For repositioning? 
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[i] A: Right. 

pi Q: What other brands did you - did Reynolds 
(3) attempt to reposition? 

[4j A: Salem,Winston,Vantage. 

is] Q: Did they succeed in repositioning those? 

[6) MR. WILLIAMS: Can I interrupt for one 

(7) minute? 

[s] MR. SHONKA: Sure, 
pi MR. WILLIAMS: I'm sorry. I just have to 
lio) make a two-minute phone call. I just realized I 
ini don't have something. 

[t 21 MR. SHONKA: How can 1 possibly turn down a 

[13] request that nicely put? 

[14] (Discussion off the record,) 

[isi (Recess taken from 3:44 p.m. to 3:47 p.m.) 

„ 8 , BY MR. SHONKA: 

(i 7 ) Q: We were talking about Reynolds' efforts to 
lie] reposition brands other than Camel.You had 
[isi mentioned Salem, Winston, Vantage. Any others? 

Ml A: I think that's it.As far as established 
[ 2 i] brands. 

Mi Q: Did Reynolds succeed in repositioning any of 
Ml the brands - any of these three? 

Ml A: I think we're succeeding with Winston, 

Ml Q: With its current campaign? 
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A: Uh-huh.Yes. 

Q: And how do you describe that campaign? 
A: No Bull repositioning. 

Q: No Bull repositioning? 
pi How long has Reynolds been attempting to 
[6] reposition the Winston brand? 


m A: I'd say at least since I've been with the 
[e]?compiny. 


(slWJiySixteen years? 

[' oi™T^U h*h uh. Ye s. 

[ii|L®s&^|{ow about Vantage? How long has - has 
[i7i|jp:ynoids succeeded in repositioning that brand? 



repositioning 

ned to or where 


et me back up. In ter 
|n, what is it being 
jig repositioned? 

Ic No Bull repositi 
fo. I mean, how do 
|u're trying to repos, 
rould say it's for - 
I3t: 34 adult competitive smoS^i 
1*1 pjt| 

Ai# the Vantage bra pd y ou £aid you’ve - how 
|ve you ipfn|pted Krrcpflition that? 
ley wei^^^rking back in the ’80s. 




ibe the market 

tor? 

t's 21 to 

Winston smokers 21 



not working on re ! 
d what about Salem’ 
'e are still working 
e you about to laupc. 
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g it now. 



cw campaign for 


market, 
itures you on 



Fe have a campaigr 
this the campaign! 
f the ads? 
o. 

> 

itness shakes head.) 

ow long has Reynolds been working on 
iioning Salem? 

hink for as long as I've been with the 


191 
[!0J 
['ll 
(121 
[131 
(U) 

(IS) 

(i6i Q: Also 16 years? 

(i7i All right.The Camel repositioning, how 
(is) long did that take? 

(is) A: Well, they have been working on Camel long 
poi before 1 got there, so I don’t know exactly how 
pi) long. 

Q: Do you have an idea? 

A: Years; but I couldn't say how many. 

Q: Does it go back to the early '70s? 

A; It might. I mean, I'm just not really sure. 


iwi 

t»l 

[Ml 

PS! 
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(t) Q: You just don't know? 

PI A: I don't know. 

pi Q: I have seen references to the Camel 1978 
PI relaunch. Do you have an understanding of what that 

[51 iS? 

(si A: You know, generally. I don't know many 
pi specifics about it. 

;ej Q: What can you tell me about it? 

Pl A: I think that back in 1978 they were looking 
[toi to reposition Camel, and that may have been maybe 
[iil when they brought out the World Campaign, the Bob 
[i 21 Beck Campaign; I'm not really sure. And they 
1(3) introduced different packaging, I think, and some 
[ui new styles. 

usi Q: Do you know if that - if the relaunch met 
[lei with any success in the market? 

(in A: I think it met with some success; but, 

[isj ultimately, it was determined not to be successful, 

(is) because the brand was still looking fora 

pul repositioning. When I was there, it was considered 

pi) a problem even then, 

[ 2 zi Q: And by - when you say "when I was there," 

[23} are you referring to your very first - 
[24) A: Yeah, the first time, when I was an 
[ 2 si assistant brand manager. 


Peg* 211 

[il Q; And that goes back to the early - I'll get 
(21 a date for you. 

Pi A: Mid '80s. 

[4] Q: l984/'85. Immediately following the More 
(si brand. 

[5] A; Uh-huh. 

Pi Q: When you were there in ’84/'85, what was the 
PI campaign that was running at that time? 

Pl A; The Bob Beck/World Campaign. 

[io) Q: What exactly do you mean by 'World 
ini Campaign"? 

Ii 2 l A: It was this - this lone guy, and he had 
[isj curly blond hair; his name was Bob Beck. And that 
(i4) model appeared in every ad. and he was doing 
[isj adventurous, outdoor kind of stuff. 

(iBi Q: How long did the World Campaign run? 

(i7) A: I'm not really sure. I don't know when it 
{isj exactly started. 

[isj Q: It continued right through the beginning of to 
[ 2 oj the Joe Camel campaign? 
pij A; Yes-well, the beginning of the 75th 
[? 2 ] Birthday campaign. 

[231 Q: Right. Which means 1988? 

P4j A: It ran - I think it still ran in 1987.1 
P5) don’t believe it ran at all in 1988. 
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PI Q: All right.The Beck campaign, it sounds as 
pi if it were running basically from at least 1978, if 
PI I understand you. through ' 88 , about a ten-year run? 

Pi A: I’m not really sure when it started. I 
is] don’t know if it started in 1978 or not. I’m not 
i«i really sure. I think it might have, but I don't 
Pi really know. 

is; Of Do yoV know when it was determined that the 
PI cam|ss«p:.#as not working the way Reynolds wanted it 
|10| CO? jp^> 

Ayi 58 bs 3 dl was there in 1984/’85, I knew that 


PM 

( 12 ] thet^was concern about it then. But I don’t really 
[y when it was determined, no. 

|i know why the camphig^iwasn't just 
84/’85? 

y were looking fo 



finding anything? 
Achink that's right. 
Q^'Can you tell me some of 
pi) were looking for? 

[ 22 ] A: Ncg^suin't really workin; 
p 3 j developmem^for a new g|mpa: 
pij I may tftviPscen sonlTor jjhcni 
psi recaPfsPSpecifical 


thei^pampaigns. 


that they 







erusing 
t time. So - 
t really 


what exactly was 
paign or the World 
the best way to de 
s saw it as sort of 
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lem with 
ign? 
is that 
itation of 


it I mean 
dependence, 
Isame thing 


g else? 

mean, when I say 
;tood for masculinii 
paign was trying t< 

.as well. 

r ou talk about a "bad imitation of the 
campaign," one thing we’ve not really 
ere is what Camel competes against. Is 
ro? 

S: Now or when they repositioned 

pel it? 

p 7 | MR. SHONKA: In the repositioning. 

[is] THE WITNESS: I think the key brand is 
(iBj Marlboro. But certainly Camel has the potential to 
po) switch smokers who, at least back then, were 
pij non-menthol smokers. I would say, all non-menthol 
( 22 ) adult smokers. 

BY MR. SHONKA: 

Q: Does that include full - well, low tar? 

A: Yes. Adult smokers of low tar styles, yes. 


pij 

P*1 

DM) 
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PI Q: Camel’S considered - is Camel considered a 
Pl low tar cigarette? 

pj A: No. It’S - it has lower tar styles, like 
| 4 j almost all brands do now. 

IS) Q: But in ’87 it did not? 

[g] A: Yes. it had light styles then. 

Pi Q: Okay.You were with Camel in October ’84 to 
pj August of ’85. During that time there was some 
Pi initial testing with what was called the French 
po) Camel. Are you aware of that? 
lu) A: I have seen it in the course of litigation; 

(i 2 ) 1 was only aware of it because of that. 

[ii] Q: Do you have a definition of the French Camel 
[ 14 ] or an understanding of what was meant by the French 
[is] Camel? 

psi A: I think that the French Camel is that one 
[i 7 ] poster of the head of the camel smoking. 

[is] MR. SHONKA: If I could have a document 
[is! marked as the next exhibit. 
po| John. I’m not going to make multiple copies 
PM available. I understand this was put out in the 
[ 22 ] Nassar deposition last week. 

123] (Beasley Deposition Exhibit No. 10 was 

Iz4] marked for identification.) 

psi MR. WILLIAMS: That’s the French Camel 
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pi poster, right? 

P) MR. SHONKA: That-well.I want the 
pj witness to - 

[ 4 j MR. WILLIAMS: Oh. I’m sorry. I didn't know 
Pi that there was some mystery here, 
pj MR. SHONKA: You’re giving things away 
[ 7 ] again. 

!«] For the record, Beasley Exhibit 10 is marked 

[ 9 ] with the Bates number SN000367. It is a copy of a 

[10] poster that - what appears to be a camel, breaking 
[iiI out of a Camel pack of filter cigarettes and smoking 

[1 2 ] a cigarette. 

[13] MR. WILLIAMS: Well, at least we know it's 

[ 14 ] not Bob Beck. 

psi THE WITNESS: That’s true. 

[16] BY MR. SHONKA: 

[1 7 ] Q: Ms. Beasley, have you seen Beasley Exhibit 
pa] 10 previously? 

[i«] A: Yes. 

[ 20 ] Q: And is that the French Camel? 

pii A; Yes. 

[221 Q: Okay. Have you seen or are you aware of 
pal other variations on Beasley Exhibit 10 that were in 

P 4 j use at Reynolds or In Reynolds in 1984? 
ps) MR. WILLIAMS: Can you help us with 
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MI "variations'? 

PI MR. SHONKA. Actually. I can t. 
p] BY MR. SHONKA: 

I*! Q: Can you answer that? 

[S] A: Well - I mean, no. I don’t know what you 
(6j mean. I mean, certainly this wasn’t used with 
Pl French copy, if that's what you mean, 
is) ,pQ: Isl^easley Exhibit 10 the only version of 
m t3^on»l - the French Camel, as it was used in 
(ioi FphCe, that you’re aware of? 

[i it Lft^jdOn't know what was used in France. 

[i 2 l FaTofcfcy.Maybe the way around this is: Could 
(isi yQ^tcUjfne or describe for the record your 
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(I*) lindMttkndirig of what Beasfe'yXxlut 
[ii] PPPi§|s - my understandi^^^^t 

[is] p 9 $^ef : ,that was used in France mayb 

[it] * Q: AijgSght.And is it youifint$ers|s 
[iei that-BeaSlcv Exhibit 10 

[isi tf^J||n|xican version of 
po| became Joe Cam|i? IP' ^ 

pi! A: It was the starting poiJrlSrd^-v 
P 2 i Joe fegj8 £l<campaign.The 7||||||gg|c 
[23| firsf^nd tifen a sustaining c^mj|aign. 
p*i Q^^^right.It 


bit 10 is. 
t this was a 
:>e in the ’70s, 
landing 

as the basis for 
- of what 


^veloping a 
|day campaign 


a camel 
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PI vag- 
W : 



^used in starting thd|jP 
(IlliAMS: I’m going to 1 
Fhat are you - any 
| BY MR,S 

you can, answer it. 


ncl campaign? 
Ct. It’s 


t«t APS^lly, I don’t know wp^pir mean. 

cn only trying to fuid^jj4fe^ ere are an Y 

l«l Qf&gffftbs trrs or any other Jnv^pB^besides Beasley 
Pi Exl^^O, that Reynolds us|piSilli|veloping the Joe 
(ioi Catpjii&mpaign. 

[ii! A^^leve loping the 75th Birthday campaign. 

[i 2 l this^endjtion was the starting point. But of 

(i3) couHPwe developed zillions of different ideas for 

[ui the|$^|Birthday campaign. 

[isi Qf§iiSl^Sjl5 there were some focus groups that 
[isi looked at the French Camel. Do you have an 
[it) understanding as to whether Beasley Exhibit 10 was 
[i8j the Camel that was used for those focus groups in 
[isi ’85? 

poj A: No, I don't believe it -was. It was - if 

pi] you look at that focus group report, it has 

(221 attached. And they've obviously modified this 

[23! substantially and shown it to groups. 

p«) Q: Do you have an understanding as to whether 

psi Beasley Exhibit 10 was the basis for the artwork in 


[ii the document that you've just referred to? 

PI A: I don't know if it was or not. I mean, I 
(3] wasn’t there; I didn't know about it. I've only 
P) seen it in the course of litigation. It seems 
[si reasonable it was, but I don’t know, 
pi Q: Do you have an understanding? 
n A: No, I do not. 

[si Q: Any reason to think it was not? 

PI A: I don’t have any reason to think it was not, 

[ioi but 1 don't know. 

[ui MR. SHONKA: I'd like to have marked as 
(i 21 Beasley Exhibit 11a document that is - has 
[isi previously been marked as CX-78. And it is an 
[i4) Established Brand Research Proposal, MDD number 
[isi 85-13202. 

[iei (Beasley Deposition Exhibit No. 11 was 

[ip marked for identification.) 

pa) BY MR. SHONKA: 

[isi Q: Ms. Beasley, could you take a look at 
po] Exhibit 78 and tell me - I mean, I’m sorry. Beasley 
pi] Exhibit 11 and tell me if you can identify it for 
[ 22 ] the record. 

pa] (Witness reviews document.) 

[24] A: All right. I’ve looked at it, 
psi Q; Can you identify it? 
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[i] A: No. 

pi Q: You've not seen it before? 

[3] A: No. 

W Q: Does Beasley Exhibit 11 refresh your 

Pi recollection as to any work with the French Camel at 
[6] the time that you were an assistant marketing 
Pi manager - 
[s] A: No. 

PI Q: - for the Camel brand? 

[io] A: No. 

[ii] Q: I’d like to draw your attention to the first 

[121 paragraph of the text where it says: (Reading) 

[is] Due to the growing 

[i4] importance of younger adult 
[is] smokers. Camel has developed a 
[is| campaign which is directed 

(17) solely towards the younger 

[18] adult group. 

[is] Do you have any idea what is referenced by a 
poi campaign that is directed solely towards the younger 
pi) adult group in 1984? 
p 2 { A: No. 

P3] Q: In 1984, the Beck campaign was running - 
p4| the World Campaign was in place? 
psi A: That’s right. 
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(ii Q: And was running? 
pi And - all right. 

Pt MR, SHONKA: I'd like to have another 
(4] exhibit marked.The next exhibit will be Beasley 
fsj 12. It has been previously marked as CX-79 in the 
(6i underlying proceeding. It is a - labeled as a 
Pi Confidential Marketing Research Report, dated 
(■l February 1,1985 from Alicia Nance Mitchell to 
M Mr,R.TCaufiJld. 

(ioi CBeHiii^beposition Exhibit No. 12 was 
(ii! markedfor identification.) 

U2! BY MR. SHONKA: 

(ii) Q: JnS'. Bcasjey, would you please take a moment 
114] to - orjPPk|pf as you need, to loojk-at Exhibit 12 
[is] and te|lvn 3 £sf&l' ou recognize that Eygplllm. 
tie] A: I-y e se e rut in the course of litigation 

(i«] Q: V^^id^u take a few minu^^^i|view it 
tie] and te#W%W|he document refreshes your 
po] recolle^rt^ to having been im£ffv|$rkf all in 
pi] work with the French Camel in 

[ 22 ] A: I w0s*npt involved with this 
pa] developng^mn^lid not see the re^ort| I didn’t 
P4| know whj^S^gnt on. 1 dol£is^iS§ in the 

[251 course 


dn't 
• in the 


(ii an assistant marketing manager for Camel? 
pi A: Yes. Sometimes. 

P! MR. WILLIAMS: I'm sorry.What was the last 

(4i question and answer? 

is] Did she attend focus groups? 

t$) COURT REPORTER: (Reporter nods head.) 

m MR. WILLIAMS: Okay. 

( aj BY MR. SHONKA: 

p] Q: Do you recall any of the focus groups? 

]u>] A: Not specifically, no. 

[ii! Q: Do you have a general recollection of any of 
[i 21 the focus groups? 

11 3 ] A: Again, just that I - no. I don't recall any 

11 4] specifics, but I probably attended some focus groups 
dS] while 1 was on the Camel brand. 

fi«l Q: When you were an assistant marketing manager 

im for the Camel brand in '84 and ’85, the - your 

(isj resume, if I - and if you want to follow this on 

(i»i Beasley Exhibit 3. 

pci MR. WILLIAMS: That one's 3. 

pil BY MR. SHONKA: 

[221 Q: Your responsibilities are listed as 

( 23 j promouon development, product development, 

[24j direcdon, budget, special projects. Were there any 
( 25 ] other responsibilities that you recall, other than 
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[ii Q: d?3|r 
(21 MR. Will 
Pi as she cat^i 


AS: I don’t think she’s! 
lall.She said she was# 


(4] in it. So this is.noi a recollection r^freshe: 


(S] MR. SH'^Hypk: Thank you. I stand corrected. 

565 BY MR- SHC i^ 

PI Q: Youryy|p|mony is that you wjy-e iiouinvolved 
(«) at all mCamel while yjtrqpml an 
pj assistant n||rk'gting manager? 

(10) A: No.w|||^I said was that, relative to uiis 

(11) campaignI was not aware of it, I was not 
(iz! Involved T^pnit, and I was not aware of this 

(ijj documentp^a^ the course of litigation. 

(i4) Q; Okaj^^. 

ttsi Did you focus groups - apart 

(is] from Exhioitl2 •- 11 and 12, did you attend any 
im focus groups that dealt with the French Camel during 
[i«l that period? 

Its] A: I don’t recall any. 

! 2 oi Q: Does that mean you might have attended some? 
pi] A: I mean, it’s possible. I didn't attend this 
( 22 ! set of groups; I didn't see this report. But I 
pa) don’t recall any. 

[24j Q: In the 1985 period - or in 1985, did you 
I 2 S] attend focus groups as assistant - in your role as 
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til those listed? 

( 2 ] A: No, those would be it. 

PI Q: As promotion - in what capacity have you 

(4] participated in focus groups as the assistant - 

[5] A: Probably on product or promotion. 

is] Q: What promotions did Camel run during the 
pi period that you were an assistant brand manager? 
(Bj A: I don't recall the specific promotions. I’m 
pi sure we had retail promotions.You know, like 
(io; probably media promotions, like FSIs, you know, 
ii i] just - I don’t recall exactly. 

[izi Q: Anything dealing with the French Camel? 

Ii3l A: I think that we may have had under 

[i4] development a French Camel T-shirt promotion, 

[is] Q: Okay.Anyxhing else? 

(i«i A: I don’t - I mean, again. I'm sure we had 
(i7] FSIs and retail promotions, that sort of thing. 

(isj Q: Well, dealing with the French Camel? 

(i»! A: No, I don’t remember. 

( 20 ] Q: You said a T-shirt promotion. Were you 
pi] involved in the T-shirt promotion at all? 

(221 A: 1 remember - you know, I left the brand. 

[ 23 ] But I think the thinking about it had been started 

[ 24 ] when I was there. 

[25] Q: Did you work on it at all? 
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(il A: I remember the promotion group working on 
pi the idea. 

PS Q: And that includes you? 

l«j A: When I ay "the promotion group," I meant 

[sj the marketing services group was coming up with the 

[sj idea, so I had discussions with them. 

r Q: Ail right. So in '84/'85, do I understand 

[sj pou to^y that you had discussions with the 

Pi Nrvjcisf group regarding a French Camel promotion? 

(toi ^.jSrT-shirt promotion. 

fn| Lja^Tji hirt promotion. All right. When was 
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V&|ien you just said. 
llrf%ILUAMS: ‘85. 

BY V 

«Qj-.-l..Sftc an. as precisely a, 
A: ^985. 

■aSI: Who was involved in 




recall. 


ons on the 


poi Tabn’t remember the 
jail names then. 

[ 22 ] 9-were the focus $ 

p3] formic T-Shirt? . 

(i4i Af%%on't kndfPli^'e evi 
psi <H#P^hiembcrii^lfic fo 



on people's 


:t up for that - 


%>cus groups. I 
>ups on that. 


Ut ^ 
PI loo^ 
[31 Exit 
t<! Estfi 
[S] at tr 


^Ohere were - wouldl|*P 
at Beasley Exhibit 7| 
fetdl 1. I'm sorry. And y(|fl 
uli&ied Brand Researc|)J?.t 
eiiSp? 


|ase take a 
mean, Beasley 


3 sal MDD Number 85130 


Pi (pUg^here was a focus E gajBfe^ t dealt with 
(«l Chap e ffih ch Camel T-shirt p romldoh in 1985. would 
Pl thi^^^bssarily have assocpildlSi&h it an MDD 
(ini nug^^of some sort? 

(it! A^p^hould, yes. 

(til 6^ Olcay. 

(i3j Iwk^WILLIAMS: And if there was one. I'm 
ji4] qu^|Pfi%e it would have been produced as well. 

(is) l@&£i6iii&NKA: I’d like to have another 
[i6] document marked. 

[iTi MR. WILLIAMS: Are we done with 12? 

[tei MR. SHONKA: For the moment. Not done done. 


f><] qu^ 


[i«l MR. WILLIAMS: Done enough to move it into 

poi the done pile? 

tsil MR. SHONKA: Not yet. 

P 2 i I'd like to have another document marked as 
pa] Beasley Exhibit 13. It's a document that has 
P4) previously been marked as CX-80 in this proceeding, 
psi It's an Established Brand Research Proposal, MDD 


(tl Number 85-13204. 

PI (Beasley Deposition Exhibit No. 13 was 
pi marked for identification.) 

,41 BY MR. SHONKA: 


[sj Q: Ms. Beasley, would you please look at 

is] Exhibit 13 and tell me if you have seen that exhibit 

Pi before. 

(si (Witness reviews document.) 

(91 A: This looks like the same exhibit as 11. Is 
(toi there some difference? 13204.1 guess it has a 
(in different number. 

(i 2 l No, I have not seen this before. I mean - 
(i3j no. It looks like the - almost the exact same 
(i4) document, 

[is; Q: Let me - if you'd look at Exhibit 11 for 
(i6i the moment. 

(i7] A: Exhibit 11? 

(i«i Q: Yes. Under the caption that says - under 
(isi "Methodology." it refers to six focus groups are 
( 2 oi proposed to meet - actually. I’m sorry, strike 
pi! that. Please look at Exhibit 12. 

(Z 2 j A: Twelve? 

[23j Q: Yes. 

(24j A: The focus group report? 

psi Q: Yes, the focus group report. 


Paga 225 


[i] A: Okay. 

pi Q: If you look at the first full page of text 
PI on Exhibit 12, you'll see the statement that the 
(4) ads - it’s the last sentence in that paragraph: 

(si (Reading) 

Pi The ads that were shown 


Pi consisted of six different 
(6) themes with approximately 
pi three executions per theme. 

[loi The findings of the focus 
[ii] group are summari 2 ed in this 
[121 report. 

(is) Do you see that? 

(i4j A: Yes, I do see that. 

(isi Q: And - if you look at the next page, the 
li6] first full paragraph says: (Reading) 

[i7] Of the six themes, "Go 

[is] With It" and the "French 

[i9i Camels" appeared to attract 

poi the most popular attention. 

pi) A: I think it says "positive." 

p 2 l Q: Thank you, "the most positive attention.' 


( 23 ) All right. If you'd set that aside and take 
P4] a look at CX-80 - I mean, Beasley Exhi bit 13. 
psi A: Yes. 
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(ij Q: The first - the second paragraph under 

prj 'Background' 1 it says: (Reading) 

pj Earlier, six versions of 

[*1 the Younger Adult Campaign 

PI were taken to focus groups in 

[«] Boston.Two of the six 

tn version-appeared to attract 

PI the mSst posi|ive attention 

(91 among'tfeiglKSpondents. 

[id FollotySng these groups, 


ini furthe 


lents were made 


[i 2 l by thdagency, which 
mi manaftiiaesgis interested in 


tin managp% 
(u) tcsti mLw 
[is] A: fjfrhi 


[is] A: t?ti-nun 

[i7i Beasley Exhil 
[ 18 ] focus ^iiugi 



sicy Exhibit 80 - 
: 13, I’m sorry, to 
the two groups i 


A: Don’t kriow. I’ve never - yo| 



idcrstand 
wup on a 
referenced 


pi| I've only^seen these in the course of litigation, so 


[72] I don't r<«§lFfcnpw. I have no wa$* 
[23| Q: Ha^^u^leen Exh| 

PS] Q: ^omIvcti in the courle of lil 


?jwmg. 

before? 
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A: No?I 


l’t remember seeing 


Q: Do’¥SifTecall any discussiofft'wreqerning the 
focus gr^i^that took place witlpthc^ench Camel 
followingm^Alicia Nance MitchgU document, which 
is Exhibif|g| 

Q: ^^^^p articipatc in any ^^^^>ups, 

A: 

Q: Do^S^now who Gary Bell is? 

Q: 

A: Gelr£^ll| A focus group moderator. 

Q; HaUrfOTnevcr worked with him? 

A: Yes. 

Q: When? 

A: Many different brands, over time. 

Q: Did you work him when you were the assistant 
marketing manager for Camel? 
i A: I just don't recall, 
i Q: Just one further question before we ... 

, MR. WILLIAMS: What's this, number 13? 

i MR. SHONKA: Fourteen. 

I Go ahead and mark that, please. 


|parucipate in any i 

a? 


now who Gary Bell is? 


fell) A focus group moderator, 
trever worked with him? 
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[i] (Beasley Deposition Exhibit No. 14 was ___ 

pi marked for identification.) 

P! BY MR. SHONKA: 

Ml Q: For the record, Beasley Exhibit 14 has been 
(si previously marked as CX-905. It is a memo dated 
(«l March 11,1985, from Mr.J.T.Winebrenner.Thc 
Pi subject is the "Funny French Camel.’’ 

[8] Ms. Beasley, would you please take a few 
PI moments to look at Exhibit 905 -1 mean, Exhibit 
[io] 14, I'm sorry, and tell me if you've seen this 

[ii] document before. 

[i 2 ] (Witness reviews document.) 

[is] A: No, I haven’t. 

(i4] Q: Does your view - or review of Exhibit 14 at 
[is] ail refresh your recollection about any work that 
[i8] you may have done with the French Camel in the 19 - 
[i7] in early 1985? 

[ml A: No, 

(i»l Q: Mr, Caufteld was your supervisor at that 
1201 time, was he not? 

( 2 i{ A: Yes. 

[ 22 } Q: Did he ever discuss the French Camel with 
[23] you, that you recall? 
pi) A: No. 

[ 2 $] Q: Mr.Winebrenner was brand manager at that 

Page 231 

[t] time, above Mr. Caufield; is that right? 

PI A: Yes. 

PI Q: Did you ever discuss the French Camel with 
[8] Mr.Winebrenner? 

[51 A: At this time? 

[6i Q: At that time. 

PI A: No. 

p] Q: Did you ever discuss it with him at all? 
pi A: We 11, certainly whe n we deve lopedthejoe 

[io] Camel campaign - 
(iiI Q: Later? 

[1 2 ] A: Yeah, later. 

[1 3 ] Q: But not in the 19 - not when you were the 

[14] assistant marketing manager? 
jtsj A: Huh-uh.No. 

[is] Q: And just now, when you were referring to 
[i7] "later injoe Camel,” could you tell me about when 
[is] you had conversations with Mr. Winebrenner about the 
[i«] French Camel? 

[ 20 ] A: In 1987. 

pi) Q: In 1987. During the planning of the 

[ 22 ] birthday? 

[ 23 ] A: That’s correct. 

P4j Q: Do you, by the way, looking at Exhibit 14, 
psi know who James S. Carpenter Is? 
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[i) A: I believe he worked in Tobacco 
Pi International, our international company, 
pj Q: In Winston-Salem? 

[4j A: I think at that time our international 

[s] company was cither headquartered in Winston-Salem or 

[6j had some staff in Winston-Salem. But I'm not sure 

PI if he was in Winston-Salem or not at that time. I 

t«] ju^t don't|- I don't know. 

W know him at all? 


Qudj^ou know him at all? 

r^T had met him. I mean, I didn’t know 

S had met him. 
at time? 

[ don't remember exactly when. But I know 


tie] |!u : - 
|ii] hita... 


(is, Plight. p| 

Its] MflhjSMQ NKA: I’d like to hav? 
fi7j ejdiibit narked as Beasley Ej|nft 
!’®1 Deposition Exhil# 

Its] m jtrkJnJQ r identification.) 

!?o; nTisfmemo that has beeno 
pi] as Exhibit 904. It is dated March 
irzi men fefcB^ r.J.T.Winebrennc^ 


[23| Carps 
124] Dcsi| 

PS] piB 


in a 
Pl mor 


pi you 1 


re subject is "Ft 


Ujgeaslcy, would you|ffl 
StS^to look at Exhibit 15 a 
|«Kn it before. ill! 


iviausly marked 
f*T?>85. It is a 

# mes s. 

French Camel 


jake a few 
rli me whether 


Ai^ve^een this in the coi^S£^(lmgation 


is, Q: 
(si A:f 
Pl Q:| 
is] bepg 
Pi time? 
no] A 

ini Q:* 


'’otherwise? 

^you indicated that j 
las with Tobacco In! 



a enter, you 
rial at that 


^jpfloult, I see he has a cc at the bottom 
libit 15, P.J. Hoult. Do you see that? 


lit] simply represent for the record that 

(is] Rcyr^S^i^s told us at this time, 1985, March 5th, 

116] he was the executive vice-president for marketing of 

117] RJRTI,That's Tobacco International? 
li»] A: Yes. 

its, Q: Okay. Did you later know Mr. Hoult in any 
120 ] other capacity than as - than in his position at 
pi. Tobacco International? 

122 ] A: I did not know him here. But later he 
Raj became executive vice president of marketing at 
P4] Domestic. 

psi Q: Domestic. Do you know where he was before 
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pl he came to Domestic? 

PI A: He was with our international company. " 

P! But - 

[4| Q: You don't know where? 

(S[ A: No. 

pi Q: Do you know what year he came to Domestic? 

[7] A: I can’t remember exactly what year. 

Pi Q: Did you ever have any discussions with 
PI Mr. Hoult about the French Camel? 

[to] A: At this time, you mean? 
tin Q: At any time. 

[i 2 ] A: Certainly not at this time; I didn’t know 
ns) him. When he became head of marketing, I may have 
ti4) talked to him about the Joe Camel campaign. I don’t 
[is, ever remember having any recollection of speaking 
[ifi] with him about the French Camel poster, no. 

[in Q; Okay.And Mr. Caufield was, again, your 

[ib] supervisor at the time on March 5,1985? 
ns] A: That’s correct. 

[ 2 oi Q: Do you know who S. P. Brown from McCann 
PH Erickson is? 

( 22 i A: It doesn’t ring a bell, no. 

paj MR. SHONKA: I'd like to have another 

p4] exhibit marked, as Beasley Exhibit 16. 

ps) Exhibit 16 has been previously marked as 
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in CX-81.lt is a memo dated May 24,1985, from Susan 
(21 C. Nassar to Mr. RickT. Caufield. It’s called 
Pl Marketing Research Report. 

[4j (Beasley Deposition Exhibit No. 16 was 
is] marked for identification.) 

16] BY MR. SHONKA: 

Pl Q: Ms. Beasley, would you please take a few 
[8j moments to look at Beasley Exhibit 16 and tell me if 
Pl you’ve seen that document before, 
no] (Witness reviews document.) 
iti] A: I have two copies of it. 

[izi Q: No charge for the second one. 

M3] A: No, I have not seen this before. 

[t4] Q: Ms. Beasley, could you take a moment to look 
ns) at Exhibit l6.And I will represent for the record 
[i6] that there is no reference in this document, in the 
(IT] exhibit, to the French Camel. But would you please 
lie] take a look and verily that, and see if you see any 
[is] reference to the French Camel? 
pai A: You want me to read the whole thing to sec 
pi] if I can find it? 

P 2 ] Q: If you see any reference to it. I do not. 

123] I have not found any. 

p4| MR. WILLIAMS: Not Joe Camel; French Camel, 
psi right? Is that right, David? 


For The Record, Inc. -* (301)870-8025 


Min-U-Script® 


(61) Page 232 - Page 235 


http://legacy.library.ucsf.edk/tidieortlfjMj0!^fw.industrydocuments.ucsf.edu/docs/phjl0001 







LYIYlV BEASLEY 

VoL 1, June 15, 1998 


RJ. REYNOLDS TOBACCO COMPANY 
MATTER NO. D09285 


Page 236 

tij MR. SHONKA: I think this predates Joe. 

PI MR. WILLIAMS: Okay. 

PI (Witness reviews document.) 

M MR. WILLIAMS: I was trying to figure out 
isi when we were going to get to Joe. 
let I'm just curious why we have to do this with 
(7] this wijjjpss. Susan. Nassar was deposed last week. 

t we nfcvc found out then whether or not this 
tench Camel? She wrote this 




: Well, in the interest of saving 
ess I believe - 

S: Well, either it does or it 

r*v ... 

as 

5 ...SSJi-SWKSf 

can read and Ms.l 


(B| Couli 
is) dealt 

(10) doe 

(11) MR. 
tun time. I 

ti3i MR 
l«l doesn’ 

[is] every! 

(is) interpri 
|U1 

(iai Q: D 

[is] Camel?! 

[ 2 oi A: I'Si oriiylhrough the first co 
pi] 1 have to (cad it if I'm going to as 
p 2 i the que: 

(22) Q: Oka 
p*l (Witn^s r^iews d it.) 

psj MR. UrowKS.: WhiU tne 


BY MR. SHQN 
e any reference to! 
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[i] mean, I can't say that - did it ever reference it? __ 

(21 I think there were made some references to Bob Beck, 
pi maybe, but it's not really the subject of it, I 
W don’t think. 

[si Q: Okay.The focus of Exhibit 16 is adverse - 
pi advertisements that are not camel - not French 
tn Camel and arc not Bob Beck; is that correct? 

(61 A: That's the sense I got for it. I mean. I - 
Pi you know, I haven't studied this, but, yes. 

[ioi G: All right.This document - Exhibit 16 is 
ini dated May 1995; is that correct? 

[i21 MR. WILLIAMS: 1985. 

(isi MR. SHONKA:'85.1985. 

i14 ) BY MR. SHONKA: 

(isi Q: Is that correct? 

[i«l A: Yes - did you say May 22nd, 1985? 

[in Q: "May” is what I said. 

[is) A: Oh, May. 

[isi Q: May 22nd. 1985. 

[ 2 o] A: (Witness nods head.) 

[ 21 j Q: All right. My - Exhibits 11 and 12 are the 
pzi proposal and the focus group report relating to 
[231 Alicia Nance Mitchell - 

[24] MR. WILLIAMS: Well, that’s your conclusion. 

[ 2 si MR. SHONKA: Well, that's a statement of 


[i; that, coul 
PI MR. Wi 
PI (Discu' 
Hi THE WI! 
(S| the Frenc! 
[ 6 ) 

m Q: Ms. 
Pi record, 

PI 
[ 10 ] 
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Rags 239 



(121 

(131 



o off the record f( 
S: Sure. 

off the record.) 

I did not sec an 
el in this docume 
BY MR. SH 
y, this document i 
Exhibit 16? 




ate? 


ce to 



iarticipate at all in the focus 
ubject of Beasley Exhibit 16? 
onlt recall doing that. 

call discussing the Camel campaign 
vertisements with anybody in that 
Id addressed by Exhibit 16. 

A: You mean the stuff that's in here? 

Q: Yes. 

A: No. I don’t recall any discussions on that. 

Q: Okay Regarding any other advertising? 

A: Oh, I'm certain we had discussions about the 
pi) Bob Beck Campaign.That was our campaign that was 
127! running. 

Q: Is Bob Beck the subject at all of Exhibit 


[iii groups on 
A: No. 
Q: Do 
|H) or the Ca 
Its] period? 

(16) 

[171 
(i*l 

(19J 
[201 


(i| fact. It’s there. 

pi MR. WILLIAMS: WeU, wait. We don't - that 
pi may be, but you haven't got that w r ith this witness. 
Hi So ask a question with foundation, 
pi BY MR. SHONKA: 

Pi Q: Do Exhibits 11 and 12 - are they related to 
pi each other? 

A: I don’t know. Do they have the same number 
or something somewhere? I mean - I mean, I don't 
know if this was written to do this set of groups or 
[ii] not. 
l<21 


(23) 


p*j 16? 


t®5] 


A: WeU - not reaUy. I don't think so. I 


Q: Could you look at the MDD numbers on both 
documents, please. 

MR. WILLIAMS: Could you direct her? She 


[131 
[1*1 

[isi asked if they had the same number. 

(is, BY MR. SHONKA: 

[it] Q: Do you have Exhibits 11 and 12 before you 
(isi right now? 

[ 19 ] A: Yes. Yes, they do have the same number. 

[ 20 ] Q: They are related to each other? 

pil A: WeU, I would assume, since they have the 
p 2 ] same number, they are. I mean, I don't have 
pil any more knowledge than that. 

P 4 | Q: And they're respectively dated in late 
( 2 sj January and early February of 1985? I believe the 
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(i| date on 11 is on the last page. 

! 2 ) A: Where do you see the date on this one? 

PI Q: In the signature blocks. 

[a] A: Well, when people signed it, it looks like 
[si January of '85. And this is February of ’85. 
l«] Q: And 12 is February of ’85? 

PI A: Yes. 

Exhibit 13 is dated February of ’85? 

1c have signed it in February of ’85, it 



that is a request for further - Exhibit 
uest for further focus groups to be 
{is] co^duc^gd on two campaigns that earlier showed 
fls that a correct 
’s what this says. 
ghi.If you take a 
>5. 

LIAMS: Wait. 

ONKA: I’m sorry. 3 
LIAMS: Fourteen 
[ 21 ] Eu stuff? 

ONKA: Winebre 
BY M 

those rfPPl me 
£ 2 s] cpggggling the 







14. and 15. 
is the 

r 

‘os. 

KA: 

r.Winebrenner 
that correct? 
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French Camel. 


r.Winebrenner re 
both say that. 

n Exhibits 11, 12, gjjjjij^ apd 15 and 
ibit 16, which makes no reference to the 
amel in May, do you have any understanding 


n any French Camel 
late May? 
bisn’t aware 
^•e only read 


there would not 
entiy being developer 
’t know. I mean, again 
his. I’ve only becc|$P 
read here. So ... 

ampaign - if focus groups reject a 
iaign, is it customary for Reynolds to drop - 
up. 

esearch report indicates that there 
ns] are policy problems with an ad campaign, 

(is] is it likely that Reynolds would have dropped the 
117] campaign? 

[is] A: Not necessarily. It depends on the problem: 

(i#l Is it fixable or not? Can you modify it? Can you 
[ 20 ] fix what’s wrong? 

pij 1 mean, you don’t drop an idea because you 
122 ] find a problem with it, you work through it. You 
[73] say: Can you fix the problem? Can you solve the 
(24] problem? Can you get rid of the problem? 

( 2 $) Q: Arc you aware of - and you're not aware of 


(il 

PI 

PI 

:*i 

IS) 

l«l 

PI 

IS) 

PI 

£101 

£11! 

[ 12 ] 

t'3) 

£14] 

I'S] 

{16] 

117] 

[16] 

[19] 

[ 20 ] 
P'] 
P2] 

[23] 

[24] 
PS] 


(1J 

PI 

P! 

[4] 

[5] 

161 

[7] 

[8] 
[9] 

[ 10 ] 

MU 

[ 12 ] 

(13] 

(14] 

(15] 

i'6] 

[ 17 ] 

[IS| 

1**1 

P0] 

P1| 

[ 22 ] 

(23) 

p4] 

PS] 
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any work on the French Camel in this time period? 

A: Again - 

MR. WILLIAMS: She wasn't - 
MR.SHONKA: In 1985. 

THE WITNESS: Again, I wasn't aware of any 
of this, r didn’t work on it. I wasn't involved 
with it. So I can't tell you about it. 

MR. SHONKA: Should we go off the record? 

It s about 13 of. Why don't wc call it a day? 

MR. WILLIAMS: We’re happy to break 
whenever - whenever you would like to. 

MR. SHONKA: This is the logical place to 
break. We have other things coming. 

(Deposition adjourned at 4:47 p.m.) 
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Division of Advertising Practices 


David C. Shonka 



illiams, Esq. 
annon, Rill & 
beet, N.W., Sui 
on, D.C. 20007 




oilow up to the 
nd John Villafranco 
hortened. It se 
information we 
bviously in the 
ine cannot be m 
of the depositio 
n would be use 


June 1, 1998 



Bv Facsimile Transmission 
he Matter of R.J. Reynolds Tobacco Co., Docket 9285 


ons that we had last Friday with Judge Timony and that Dave 
later in the day concerning ways in which the depositions 
e that each of the depositions could be shortened somewhat if. 
p available to us at least a day or so before the deposition takes 
se of|)iane Burrows’ deposition, which is scheduled for tomorrow, 
he information would therefore need to be supplied at the 
cifically, I believe that prior disclosure of the following 
would short cut the need for extended questioning on the points 


e identity of each the person that the witness has talked to concerning the deposition, 
the amount of time spent with each person in such discussions. 


iocuments that the witness has reviewed in preparing for the deposition. 


3. Basic personal information about each person, including the deponent’s educational 

background (including schools, undergraduate majors, and areas of concentration in the 
case of graduate studies), prior job experiences, prior convictions (I know this is unlikely, 
but if there are any, we should know about them), and personal information sufficient to 
give us some sense of the deponent’s interests and personality. 
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4 


4. 




As to any relatives of the deponent, who work or have worked at Reynolds (by Reynolds 
I here include all subsidiaries and affiliated companies), we would like to know that 
person’s position(s), basic responsibilities, and of course, relevant dates. 

As to each deponent, we believe the depositions could be made much shorter, if 
you inform us of each position the deponent has held at Reynolds, the brand(s) 
that the deponent worked with in each position, his or her basic responsibilities in 
that position, the deponent’s supervisor as well as that supervisor’s supervisor, the 
identity of all persons who reported to the deponent, and, of course, the pertinent 
dates for each bit of information. Thus, for example, for deponent Mary Doe, you 
might inform us that she was an assistant brand manager for Camel cigarettes 
from May 1, 19^to June 15 1993; that for the first six months of that period she 
reported to John.Sri& fht the Camel and Winston brand manager, and for the rest of 
the period she reported'to Jane Smith, who replaced John Smith as brand manager 




>; and that both John Smith and Jane Smith reported to Joe 
President for Marketing during the entire period. This 
ith a statement of the deponent’s responsibilities and the 
ho were directly supervised by the deponent should be 



or Camels and 
oe, who was t 
information, together 
identity of the p«ft 
most helpful. 

Iditionally, for;,gj|h,..deponent we should know the circumstances that attended each 
b po ^^ ^^ncluding whether each change was a lateral move, a promotion, 


, I think these are good suggestions that you had for shortening 
d to trying this procedure. 



|icated to Judge 
ositions and I look 
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Lynn J. Beasley 



. Pfrte . 








11/97- 






Marketing Assistant - NOW Brand 

Marketing Assistant - SALEM Brand 

Asst. Brand Manager - MORE Brand 

sst. Brand Manaager - CAMEL Brand 

rand Manager - CENTURY Brand 

|enior Brand Manager - CENTURY/BRIGHT/ 
pORAL/STERLING/MAGNA 

enior Brand Manager - CAMEL 

Lrector - Special Markets 

ice President - Strategic Marketing Planning 

ice President - WINSTON BU 

Senior Vice President - WINSTON/CAMEL BU 

Senior Vice President - Brands 

Executive Vice President-Marketing 


J.. S/E'd , ^ ,, , , "HODS “8 WOMMHHS d3IT10p AS XKI3S UldST :S0 B6, P0 KJTir 
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John E. VUlafranco 
(808)8*8^4S3 
Internet: jc^ttcoUliak com 


Collier, Shannon, Rill & Scott, fixc 

Attorneys- at-Law 
8050 K Street, N.W. 

Suite 400 

Washington, D.C. sooo7 

TeL: (802) 342-8400 
Fax: (802) 342-8461 


EXH!Bn-N& 

Wlt:_X^£i 


10 Barrack Street 
Level 12 

Sydney, NSW 2000, Australia 

TU-. 01-B-888-S700 
Fix. 61.e-868-8B63 


June 10,1998 


DavffCThonka, Esq. 
Div^OS^Advertising Pri 
Federal Tjade Commissiot 
601 J^nsiylvania Avenue, 

Washington, D.C. 20580 





toLyj 
note t 
durini 


||s letter sets forth|Sl 
Beasley, Executive 
the infonnation idet 
gemployment with- 


ilds Tobc 


impanv. Dkt Nc 



formation requested in your letter dated June 1,1998 with regard 
: President-Marketing, R.J. Reynolds Tobacco Company. Please 
ng supervisors for each of the 13 positions held by Ms. Beasley 
ompany is provided to the best of her recollection. 


f June 2, 1998, pifrB easley met with Guy Blynn, Assistant General Counsel, R.J. 
nolds Tobacco pSpphny, Steve Kascinsky of Jones Day Reavis & Pogue, and John B. 
liams and Joh nssBss^ illafiranco of Collier, Shannon, Rill & Scott concerning her 
Dsition. (Andrew Schindler, Doug Weber, and Cal F aino attended the meeting separately 
approximately 15 minutes each.) This meeting lasted approximately three hours. I also 
^sqoke with Ms. Beasley on June 9 and 10,1998 to confirm the information provided in this 

i^pfeparation for her deposition, Ms. Beasley reviewed the deposition transcript of David 
Iauctf, including the accompanying exhibits. 

Personal information 

a. Educational background: graduated from Richland Center High School in 1975. 
Associates Degree, University of Wisconsin Center- Richland Community College 
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. _ Collier, Sh annon, Rill & Scott, pllc 

David C. Shonka, Esq. 

June 10,1998 

Page 2 


4. 


5. 




d. 


1979. Bachelors of Arts, Business, 1981, University of Wisconsin-Madison. 
Masters in Business Administration, 1982, University of Wisconsin-Madison. 

Post-graduate job experience: See below. 

Prior convictions: None 

ited Reynolds employees: Paul Breininger (nephew), B1G1F Operations, O/Coupon 
ption Center. h klQ/ 92 to 11/10/92). 


Marketing Ai 



- Now Brand (7/82 to 12/82) 

ties: Reviewed budget and production estimates, attended focus 
with advertising agency personnel. 

Jay Tobin, Dan Murphy 

it - Salem Brand (1/83 to 1/84) 

ities: Reviewed budget and production estimates, attended focus 
it with advertising agency personnel, media plans, product 
it direction. 

Ken Neher 

er - More Brand (2/84 to 10/84) 


Responsibilities: Assisted in the development of advertising, packaging, and 
promotions for the More brand. 


• Supervisors: Steve Strawsberg, Alan Sterling 
Asst. Brand Manager - Camel Brand (10/84 to 8/85) 

• Responsibilities: Promotion development, product development direction, 
budget, special projects. 

• Supervisor: Rick Caufield 
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, _ Collier, Shannon, Rill & Scott, pllc 

David C. Shonka, Esq. 

June 10,1998 

Page 3 

e. Brand Manager - Century Brand (9/85 to 12/86) 






g- 


• Responsibilities: Supervised and directed marketing activities relating to the 
Century brand. 

• Supervisor: Rick Sanders 

Senior Brand Manager - Century/Bright/Doral/Sterling/Magna (1/87 to 5/87) 

• Resi 


ties: Supervised and directed marketing activities relating to 
ue brands. 




Respl 
le Cl 


• ■ ''"bupei 
Director - Spei 



orT;David lauco 

ger - Camel (6/87 to 4/88) 

a ties: Supervised and directed all marketing activities relating to 
rand. 

j: David lauco, Rick Sanders 
arkets (5/88 to 7/89) 



• Responsibilities: Supervised and directed marketing activities for all 
ReynoldsJhiands in Hispanic, African-American, and Military markets. 

• Supe^p^ Larry Hall 

Vice Presidera^^rategic Marketing Planning (8/89 to 7/91) 

• Responsibilities: Supervised and directed strategic planning, new brand 
activities, and special market activities. 

• Supervisor: David lauco 

Vice President - Winston Business Unit (8/91 to 6/93) 

• Responsibilities: Supervised and directed all marketing activities relating to 
the Winston brand. 

• Supervisor: David lauco 
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David C. Shonka, Esq. 
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Collier, Shannon, Rill & Scott, pllc 


k. Senior Vice President - Winston/Camel BU (7/93 to 6/95) 






• Responsibilities: Supervised and directed all marketing activities relating to 
Winston and Camel brands. 

• Supervisor: David Iauco 

Senior Vice President - Brands (7/95 to 10/97) 

• Re lilities: Supervised and directed marketing activities relating to 
Wi Camel, Sailem, Vantage, More, and Now. 


: David Iauco, Jim Schroer 
'esident - Marketing (11/97 to present) 

ilities: Supervised and directed marketing activities for all 
irands. 


: Andrew Schindler 


"in position were lateral: (a) Marketing Assistant for Now to 
ialem (1983); (2) Assistant Brand Manager for More to Assistant 
iel (1984); (3) Senior Brand Manager for Century/Bright/Doral/ 
|Brand Manager for Camel (1987); (4) Vice President for Strategic 
ice President for Winston Business Unit (1991); and (5) Senior Vice 
iel to Senior Vice President for Brands (1995). All other changes 
lotions. 



m. Executive 


e following chi 
Marketing Assis 
id Manager fd 
'agna/Sterling to ) 
■ketingPla 
esident for Wii 
position were pror 



copy of the transcript of Ms. Beasley’s deposition taken on May 21, 1998 in State of 
r v. Philip Morris, Inc. will be forwarded to you later this week. Copies of transcripts of 
eposition testimony in the following cases have been previously provided: Minnesota v. 
yrris, Engle v. R.J. Reynolds Tobacco Co., Keuper v. R.J. Reynolds Tobacco Co., and 
.J. Reynolds Tobacco Co. In addition, affidavits concerning Ms. Beasley's work on the 
Joe Camel advertising campaign were submitted to the Federal Trade Commission in May 1994 and 
May 1997, prior to Ms. Beasley's meetings with the individual commissioners. Many of the issues 
raised in your June 1 letter (answers to which are provided above), as well as information relevant 
to the allegations in the complaint, are discussed at length in these transcripts and affidavits. In 
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Collier, Shannon, Rill & Scott, pllc 

David C. Shonka, Esq. 

June 10,1998 
Page 5 

and affidavits. In accordance with our May 29,1998 teleconference with Judge Timony, we expect 
that you will make use of this information to shorten the deposition. 



Sincerely, 

JOHN E. VILLAFRANCO 






c_£k 
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P E R S O N N 


















nlrodiuiion 

On pchalf of the I ,nv ( Vp.it tmeat 
of RJ Reyni'ios TokuiO (■ om- 
p.\i\y, isil'.i'iiu 1 aboard 1 

Our giving you this ni.ooi.il ni.uk> the 
beginning of an important uorking rola- 
tmmh'p with the Company’s, lawyers • 
.1 rfl.4tionshipth.it will enable you tocne- 
tule your ideas within the letter and 
spirit of the low. 

There is a practice in our Company of 
sr.-king the advice of the l aw Depart¬ 
ment early in the development of any 
matters that might h.«vc legal con- 
sequences. The law Dcp.utment, by 
signing off on an item, assumes the legal 
responsibility for it, he., that the idea, 
plan, communication, etc., is legally cor¬ 
rect. As you see, we arc here in your best 
interest — to be of service. 
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" L Sauced to Federal Trade Commission pursuant to subpoena 
dated June 6,1997. 









Thf»»‘ materials. need to bo presented 
to us, if .it .'t 1 possible, well in iuiv.imc 
of your production date. Often mate¬ 
rials that, to you, may seem quite 
innoiont pos-e important legal «jtrts- 
tion> requiring discussion .mJ.uf 
research in any . oent, we appreciate 
I he riuirtesy of having sufficient time 
to give them the careful attention 
t hey deserve. 

Incidentally, you will need to attach 
three copies of your advertising lo the 
standard routing form when seeking 
!ega! approval. 3 

B Special Note on Surgeon General's 5 
Warning and "Tar'' and Nicotine g 
Legend a. 

The Company is presently under 1972 .1 §} 

and 1981 Consent Orders with the 
Federal Trade Commission requiring | ^ 
us to place the Smrgeon General's £ 
Warning on all cigarette advertising. ^ -o 
There are exemptions, among them g 
being point-of-sale items with an adver- t- “3 
tising display area of 36 square inches ? 
or less, tobacco trade advertising, and ■§ 
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'' |]j» «. ball be *.!ni.>wf! 1 1 to adver- 
iisc cigarettes ,md little cigars on 
,my medium of clot Ironic commu¬ 
nication subject to the jurisdn. lion 
of the Federal Communications 
Commission." This mi'.tnf we may 
nol advertise these products on ra- 
din or television. 

2. Relating to .ill point-of e ale adver¬ 
tising •- many of you Are already 
familiar with that section of the 
Robin>on-Patman Art concerning 
discrimination in availability of ad¬ 
vertising and promotional allow¬ 
ances and services. This is primarily 
a Sales Department matter; how¬ 
ever, we suggest that you review 
again the R.J. Reynolds Tobacco 
Company Guide for Compliance 
with the Antitrust Laws. 

D. Advertising and Section 5 of the Fed¬ 
eral Trade Commission Act 

Section 5 of the Federal Trade Com¬ 
mission Act declares unlawful all "un¬ 
fair or deceptive acts or practices." 





9 z C C to Federal Trade Commission pursuant to subpoena 

dated June 6,1997. 






good t»r bad for the lOHsiimcr. In 
this regard. you may In- interested 
in riiati-ri.iU regarding 

the * milking and health contro- 
vei>y We will lu happy to make 
these materials available e»r discuss 
this important issue with you. 

2. Don't talk about amounts of con¬ 
sumption of our products in ads. 

3 Do confine ycur advertising and 
promotional appe ds to adults. Sam¬ 
ple cigarettes distributed via street 
intercept are given only to smokers 
21 years of age or older In environ¬ 
mental sampling (i.c., "carded 
bars and clubs), we do not ordinari¬ 
ly ask for proof of age because we 
know that the people there are at 
least IP years old. We do not pro¬ 
mote or advertise cigareties on col¬ 
lege, trade school, high school and 
other like campuses. Regardless of 
the fact that a person can vote and 
join the service at IB, we restrict 
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rctiuirim; si a in in .1 or a t hi e t if c on- 
dilioning beyond that of normal 
roc reat ion. 

Do check with the Law Deparl- 
nurl if a mode! you want to use ap¬ 
pears to be under 25 years old. 

Do discuss with the Law Depart¬ 
ment at the concept stage any ad 
campaign that might state 01 im ply 
health representations (which we 
must not make). 

Various Other Probtems that 
Should Be Discussed with the Law 
Depart ment 

The following items present special 
problems that have been addressed by 

the FcJcral Trade Commission. The 
Law Department is always happy to 
provide counsel on these and other 
subjects. 
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M 


onclucion 

(luring tlu'»i'iii i'f vcnr ca- 
ti-t-r it U I Ut s m*UI> rt>b.ic'ct> 

( 'on; pans . you wi'l In- v*. filing 
\ .it it-ty of lit lets, pK.n>. 
l kuI rough onto. Ail written materials, 
whether internal or external, conhden- 
fi.i! or iu>u confidential, should bo 
tlr.i f toil if they might be printed the 
iu .\t day on the* front page of a nationally 
known newspaper. We would also sug¬ 
gest that much of your business can be 
communicated orally and that the Com¬ 
pany's Record Retention policy he faith¬ 
fully observed. 

As votir Company's lawyers, we have a 
genuine stake in many projects with 
which you are involved We think like 
businessmen as well as like lawyers; 
the refore, we want to explore with you 
creative solutions to the issues before us. 
if one approach looks legally trouble¬ 
some, perhaps we can together come up 
w i t h a no t h e r wa y t o accom pi is h t h c s a m e 
goal. Aftc- r all, that's the point — to ac¬ 
complish lawfully what we set out to do. 

VW look forward tc* working with you in 
the years to come. 


/rw 
T om Ku( Wrr 

Ci-unn'IMirWliftJtl 

SjIreOriiil 
R ! Rv> nolJt 
Tobj«>< Company 
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DRAFT 

5/14/86 






MARKETING ASSISTANT TRAINING MANUAL 
(LAW DEPARTMENT) 


erview of the Law Department 

, Law Department will work with you to assure that your 
advertising, promotions, and packaging are within acceptable 
" i k parameter^. The lawyers will advise on the nature of 
risk, poss~i tj3feg.4 damages« and suggested alternative 
roaches thap^SuuEl obviate or minimize any risk. 

Prime Contacts 

son (7805)--Pricing, Public Issues 

Tom (7384)--Review of advertising, packag¬ 

es 4j*"ijp romotions 






The Law 
advertisi 
earliest 
able time 
a major 1 



(7382)—Contracts, Coupon Redemption 


|hatz (6378)—General Counsel 

(RJR Nabisco Legal Department 
^Trademark (together with Bob Rickert 


nt needs to give its input regarding 
ackaging, and promotional ideas at the 
es, so that you will not expend consider- 
‘rgy, and money only to find that there is 
1^problem with your idea. 


eral Advertising Considerations 

Company needs you to be aware of its position on the 
lowing topics that affect the marketing of our products: 

Youth 

The Company does not market its products to youth. We 
believe that smoking is an adult custom; therefore, we 
do not market our products to persons under 18 years of 
age, nor do we research persons under that age. The 
Code of Cigarette Sampling (see attached copy), to 
which we subscribe, states that sample cigarettes shall 
not be distributed in public places to persons under 21 
years of age—we abide by this Code. 
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B. 




Non-smokers 

The Company has no interest in getting non-smokers to 
smoke. For this reason, neither our research nor our 
advertising concerns itself with non-smokers. Also, we 
have no interest in preventing someone from quitting 
cigarette smoking. 

Health Representations 



The Company 
its adverti 
a partie^la 
bad for 
continue 
science 
not choo 
implied, 
discuss t 
because 
to think| 
not as yet 

Docum.en t at | 



wishes to make no health representations in 
sing, such as cigarette smoking (or smoking 
r brand or a certain component) is good or 
oker. The smoking and health controversy 
fttil such time as we have answers from 
the presently unanswered questions, we do 
tq make health representations, express or 
ur advertising. Nor do we choose to 
jjubject in strategic documents, etc. 
speculation might mislead the reader 
we are operating on answers that do 
exist. 




that (a) 
subjects 
Documents 
is like! 
and revi 
not to b 
needed, 
the RJRT 


follows the maxim: Say what you mean and 
_____ say. Documents should not be written 
speculate as to legalities or (b) deal with 

the Company has no interest in pursuing, 
uld be written as if (because the prospect 
gl^many instances) they will be subpoenaed 
&7€(Tiby an opposing attorney. Documents are 
.ained longer than they are actually 
one should familiarize themselves with 
rds management policy and procedure. 



Addictioh 


Some of our critics have charged that cigarette smoking 
is addictive. Scientific evidence to date does not 
warrant such a conclusion. This topic, of course, is 
not one that we wish to address in advertising. 

Electronic Media 

Ever since the so called "broadcast ban", the Company 
has sought no exposure for its brands on radio or TV 
and has no interest in pursuing this media, directly or 
indirectly. 
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3. Robinson-Patman Act --This has to do with price 
discrimination^and the notion of providing 
proportionally equal allowances and services to 
competing customers. 



Section 5 of the FTC Act —Vour advertis¬ 
ing/packaging/promotions need to be free of falsity or 
deception. All objective claims need to be supported 
by data that is gathered in a legally defensible manner 
(all such claims should be prior reviewed with the Law 
Department). 

forcement some of the above considerations and to 
acquaint ;^^^^ith how the Law Department functions 
is Marketing, you are encouraged to read the attached Law 
tion Manual- fo'r; New Marketing Personnel. 


K. 
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' 1983 PROFILE AMO USUAL ftRAND SHARE AMONG YOUNCER ADULT5 

MANAGEMENT SUMMARY 



his report provides a review of company, segment, and key brand share of 
ker performance for Year 1983 among 18-20 versus 21-24 year olds. Results 
provided for total smokers within these sge groups as well as among the 
groups of males, females, Blacks, and non-Blacks. 


this la the fir&fi|ii|me these data have been available among these two age 
ups, the lntenpHaf this report 1 b to establish initial share benchmarks 
.Inst which trends e*n be built over time. As updated information for Year 
will be avaiiaWejin late January, a follow-up report discussing share 
nges versus 19§§lll»li|l be Issued in February, 


tRY OF KEY PI 


• Of the major t 
emonstrated o 
fleeting the 
hares pffibot 
Ids. 





companies, only Philip Morris and Lorlllsrd 
loped shares among 18-20 and 21-24 year olds, 
strength of Marlboro and Newport, respectively, 
nies were stronger among 18-20 versus 21-24 year 


R and' B&W de 
eveloped amon; 
Ids. America 
eveloped among 
Ounger adult 



fated similar smoker profiles, as esch was under¬ 
age groups but to a lesser degree among 21-24 year 
lggett, on the other hand, were severely under- 
smoker groups, reflecting their low presence in the 



irroring the ejrengt 
y the Coolness! 
tdults. The Sc| 
ear olds but v$ 
vlngs, and Co| 
roups. 


k 

L 


of Marlboro and Newport, the Virile Segment,followed 
nt, were the two best developed segments among younger 
^Segment also was slightly over-developed among 21-24 
as strong among 18-20 smokers. The Moderation, 
Segments were all underdeveloped among these two age 
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e two brands which performed best among younger adult6 during 1983 were 
rlboro and Newport. 

Marlboro led all brands among both age groups but posted its highest 
^hare among the 18-20 year olds. Shares skewed male for the brand, 
tarlboro’s only weakness was among Blacks where 6hare was underdeveloped 
for both age breaks. 

Similar to Marlboro, Newport 1 s share was strongest among 18-20 year 
olds. The brand skewed slightly female and was most firmly entrenched 
among Black smokers, reflecting the strong appeal menthol has to Blacks. 
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NEW -BRANDS IMPLICATIONS : 



RJR's Immediate need is to strengthen its position among younger adults to 
ensure the Company's future development ae these smokers age. This is 
particularly true of RJR's position in the 18-20 year old market with the 
bu6inees-bulldlng need extending to both males and females. 

Ab these data reveal, Marlboro's dominance among younger adult males and 
females has not yet been effectively challenged. 

RJR may also benefit from bolstering' ite position among younger adult 
Blacks, who represent 1,921 of total smokers and 11.61 of 18-24 smokers. 

This group--a£ain with emphasis on the 18-20 year oldB-»ha6 contributed to 
Newport's outIt’a-n djU ig development but has not been as effectively tapped by 
SALEM. This i^gpTTO^ge e t potential for a new brand that would appeal to 
younger adult ns lacks 1 overwhelming preference for menthol. 
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1963 PROFILE ANT? USUAL BRAND SHARE AHONC YDUNGER ADULTS 


PURPOSE: 



his report provides a review of company, segment, and key brand share of 
oker performance for Year 1983 among 18-20 versus 21-24 year olds. Results 
re provided for total smokers vit> \ these age groups as well as among the 
subgroups of males, females, Blacks, and non-Blacks. 

this Is the first time these data have been available among these two age 
oups, the Intent of this report is to establish initial share benchmarks 
alnst which trends qan be built over time. As updated information for Year 



BA will be ava : l 
anges versus 1 

CROWD: 


e data in this 
lacker, a Ratio 
respondents (age 
from Tracker dif 
me among all 
e, and vary! 




smo kers.’ Younge 
X of total sai 
11.6X of 18- 

RY OF FIND! 



in late January, a follow-up report discussing share 
will be issued in February. 


reflect ehare of smoker information obtained via 
bability sample 6urvey in which randomly selected adult 
, T re asked their usual brand. Share results obtained 
frpm results based on MSA which reflect total market 

ffiSSft! 

s and is influenced by inventory loading, occasional 
s of consumption. 

eta base, 16.4X of total smokers are ages 18-24. This 
ks to 5.7X 18-20 year old smokers and 10.7X 21-24 
males, females and Blacks account for 8.IX, 8.3X, and 
espectively. These figures translate to 49.5X. 50.5X, 
old smokers. 


RJR’s 19 
23.6X, r 



COMPANY PERFORMANCE (ATTACHMENT I) 


ee of 18-20 and 21-24 year old smokers were 16.8X and 
vely. These shares reflect underdevelopment within 
; however, of the two smoker groups, RJR’s development 
ronger among 21-24 year olds. This pattern further 

All RJR brande 


both age 
was some 

held across males, females. Blacks, and non-Blacks, 
contributed to the Company's underdevelopment within these various 
younger adult groups; however, CAMEL and SALEH were the least 
underdeveloped. 
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Leading all companies, Philip Morris was overdeveloped among both 
18-20 and 21-24 year olds for 1983 with shares of 65,IX and 54.8X, 
respectively. Primarily reflected in this performance was Marlboro's 
strong position among younger adultB; however, Virginia Slims also 
was overdeveloped among the two age groups. Comparing Philip Morris' 
performance among 16—20 to 21-24 year olda, share was consistently 
higher among the 18-20 group across total, male, female. Black, and 
non-Black smokers. The company led in share among each subgroup 
except Blacks where the absence of a Philip Morris menthol brand 
limited Its performances 

- 1 - 


ai 

K> 

M 

00 

VO 

N> 

CD 

V£> 


vn 

VJ 


v/' 

CD 


O 

a> 


RM0011278 


http://legacy.library.ucsf.e(Sflytidieorti?pBtf)jO)^pdtv.industrydocuments.ucsf.edu/docs/phjl0001 




C. Ir\ addition to Philip Morris, Lorlllard was the only other company to 
' demonstrate an overdeveloped share among the 18-20 smoker group 

01.7%). This position reflected Lorlllard's dominance among 18-20 
year old Blacks vhere Newport was extremely overdeveloped. The 
company's share was average to slightly overdeveloped among 21-24 
year olds {10.0%) with performance again being strongest among Blacks. 



D. Most like RJR in Its smoker profile, B&W’s share among 18-20 year 
olds (5.4%) was underdeveloped for 1983. This was also true, but to 
a lesser degree, among the 21-24 age group (9.2X). This performance 
was consistent across each subgroup with the company posting its beat 
share among 21-24 year old Blacks reflecting Kool'a overdevelopment 
among this group. 



E. Both Ami 
and 21- 
adult ED 
1.3%, r 
perform, 
the oth 
and 21- 



and Liggett were Beverely underdeveloped among 18-20 
olds, reflecting their low presence in the younger 
American's total 18-20 and 21-24 shares were 0,3% and 
vely. While weak across all subgroups, company 
s best among 21-24 year old males. Llggett'a share, on 
, was strongest among 21-24 females. Total 1983 18-20 
ee for Liggett were 0.4% and 0.7%, respectively. 


SEGMENT ANDpOYB\aND PERFORMANCE (ATTACHMENTS II - V) 

A, Virile snt 

of all segments, the Virile Segment achieved over- 
es among both 16-20 and 21-24 year olds during 1983 
m, respectively) and mirror Marlboro's strong younger 
nt. The Segment's share additionally skewed male and 


all brands among 18-20 and 21-24 smokers for 1983. 
y developed across both age groups, the brand's ahare 
ially higher among 18-20 year olds versus 21-24 year 
versus 35.9%). Shares skewed male for Marlboro; 

18-20 versus 21-24 development relationship held 
male and female subgroups. The only subgroup among 
ro performed poorly wae Blacks, where the brand's 
derdeveloped for both age breaks. 




• CAMEL 1 s 6hare was underdeveloped among 18-20 year olds (3.4%) and, 
to a lesser extent, among 21-24 year olds (4.0%). This pattern 
held across each subgroup except 21-24 females, where CAMEL 
achieved average development. The Brand's performance was weakest 
among 21-24 Blacks. 


• More underdeveloped than CAMEL, WINSTOM 1 a Bhare was also wesker 
among 18-20 than 21-24 year olds (4.1% and 6.5%, respectively). 
WINSTON'b development was strongest among 21-24 males, while 
weakest among Black smokers. 
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B. Coolneae Segment 






Following the Virile Segment in importance to younger adult smokers 
was the Coolness Segment with 1983 shares of 22-7X and 25.31 among 
18~20 and 21-24 year old smokers, respectively. Reflecting the 
strong appeal menthol brands have to Blacks, the Segment was ex¬ 
tremely well developed among both age groups of Black smokers. 
Development, in general, for the other subgroups was somewhat 
stronger among 21-24 year olds and skewed slightly female. 

• Driving the Coolness Segment's performance was Newport with its 
18-20 share of 10.7X and 21-24 share of 8.OX. While highly 
overdeveloped among both age groups, Newport was strongest among 
the 18-20 year olds. Like the Segment, Newport also skewed 
slig^t^Ly female and was most firmly entrenched among Black 
smokerspills It accounted for 43.9X of 16-20 Black smokers and 
32.5f^6f 21-24 Black smokera. 

tic of all RJR brands, SALEM was underdeveloped among 
It smokers. Performance was weakest among the 18-20 
.9X), while share approached average development among 
roup (8.BX). Consistent with other Coolness brands, 
fonaance was stronger among females than males. Among 
Brand demonstrated an overdeveloped share among 21-24 
ut was only about average among 18-20 smokers. 

er profile was similar to that of SALEM's in that its 
better developed among 21-24 year olds (7.9X) than 18-20 
|5X). Kool further demonstrated the female appeal 
11 Coolness brands. The brand's share among Black 
alqd overdevelopment within both age groups and 
ALEH's shares among these smokers. 



The Styl 
total 21 
develope 
Imagery 
underdev 



nt demonstrated alight share overdevelopment among 
rs during 1983 (13.8X) but was somewhat under- 
18-20 year olds (10.4X). Consistent with the user 
ds In this Segment, shares skewed female and were 
_among males of both ages. The Segment posted its 
strongestPperTSrmance among 18-20 year old Black smokers <20.3X) and 
was also overdeveloped among 21-24 Blacks. 

a The only Stylish brand showing overdevelopment among younger 

adults, Virginia Slims achieved a 1983 share of 4.2X among 18-20 
smokers and 6.IX among 21-24 year olds. Mirroring the Segment, 
the brand's performance was strongest among females with share 
skewing towards the 21-24 age group. Among Black smokers, 
however, this pattern shifted slightly as share showed slightly 
higher development among the 18-20 smoker group. 
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B&H achieved shares of 4,4X and 5.IX among 18-20 and 21-24 year 
olds, respectively. This performance reflected underdevelopment 
among each age group and carried through to performance among 
males and females. Among Blacks, however, B&H showed strong 
development with share being the highest among 18-70 Black smokers. 
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Produced lu Federal Trade C'mmnisxi*"* pwrM.anl «<> .subpoena 
dated June <>. 1997. 



• . Least, developed of the Stylish brands, MORE'6 6hare va6 soft among 
both 18-20 and_21-24 smokers (0.32 and 0.8Z, respectively) as well 
as the various subgroups. As did B&H, MORE posted its best 
performance among 18—20 Blacks. 

D, Moderation Segment 





Moderation Segment Bhsre vsb underdeveloped within the 18-20 and 
21-24 smoker groups (5.92 and 9.42, respectively). Share skewed 
towards the 21-24 age group not only among total smokers but smong 
the subgroups sb well. The Segment achieved nearly equal development 
among males and females but was severely underdeveloped among Blacks 
relative to non-Blacks. 

a Paralla^Ung the Segment, VANTAGE was also underdeveloped among 
both j|Ssps§l|and ?' 24 Bmokers. Respective shares were'].52 and 
2.92.PDevelops*- . patterns did not differ between males and 
fem alp^ fre ,.'^|^TAGE' s share skewed heavily non-Black. 

♦ MeritpWmfte was underdeveloped among 18-20 smokers (3.32) while 
‘id among 21-24 year olds (S.6X). This pattern held 
Eeg and females. Like VANTAGE, however. Merit's share 
>ng Blacks of both age groups. 

Concernei^lllfpflint 

of all the segments among younger adults, the 
int's 1983 shares among 18-20 and 21-24 smokers were 
^respectively. While severely underdeveloped among 
performance was ellghtly less weak among subgroups 
|ear olds. The Segment showed equal development among 
^es but skewed non-Black. 

BarclalF ™pe°Ffcormed the beat of all brands In the Concerned Segment 
with s^aWe\.of 0.42 and 0.72 among 18-20 and 21-24 year olds, 
respec|iUn|lji. Across all subgroups, Barclay's share was stronger 
among P^pHi-24 Bmokers. 



Now wa 
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ally underdeveloped in 1983 among younger adults, a6 
ched only 0.12 among both 18-20 and 21-24 year olds. 
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• Carlton was equally weak among 18-20 smokers (0.12) but posted a 
slightly better share among 21-24 yar olds (0.62). This pattern 
held across males and females; however, Carlton was totally 
undeveloped among younger adult Black smokers. 

Savings Segment 

While stronger than the Concerned Segment among younger adults, the 
Savings Segment also was underdeveloped among 18-20 smokers (0,42) 
and 21-24 year olds (0.42). Among males, the Segment showed greater 
strength among 18-20 smokers; however, among females, performance was 
better among 21-24 smokers. The Savings Segment was equslly 
developed among Blacks and non-Blacks. 
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*• As che driving brand behind the Savings Segment, Generics' 
f performance mirrored that of the total Segment. The only excep¬ 

tion was among Black# where Generic# were undeveloped in 1983. 
Shares among 18-20 and 21-24 smokers for Generics were both 0.3X. 

NEW BRANDS IMPLICATIONS : 

^ RJR’s immediate need is to strengthen Its position among younger adult6 to 
ensure the Company's future development as theae smoker# age. This is 
particularly true of tUR's position In the 18-20 year old market with the 
business-building need extending to both malee and females. 

As these data reveal, Marlboro's dominance among younger adult males and 
females has not yet been effectively challenged. 


RJR may also 


from bolstering Its position among younger adult 


Blacks, who represent l.9t of total smokers and 11.6X of 18-24 smokers. 


.This group—a 
'Newport's out 
SALEM. This 
younger adult 




th emphasis on the 18-20 year olds—has contributed to 
development but has not been as effectively tapped by 
geBt potential for a new brand that would appeal to 
overwhelming preference for menthol. 
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ATTACHMENT I 


COMPANIES: -SHARE OF SMOKERS BY DEMOGRAPHIC CROUP 



Total Smokers 




•JgJggi 


lp Mo 


RJR 


i. * M \ 

lllard 

1 
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Mean 


|ett 




1 



18-20 


TT37T 


Share 


Index 


Lllp Morris 

65.IX 
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l 

16.8 

51 
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| 

k 5.4 

48 

rlcan 

: ^llli 0.3 

4 
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0.4 

14 


Share 
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23.6 

10.0 

9.2 

1.3 
0.7 
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72 
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82 

16 
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74 

128 

8.6 

115 

13.8 
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‘Index data not available. 
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ATTACHMENT II 


SEGMENTS; SHARE OF SMOKERS BY DEMOGRAPHIC GROUP 


Total Smokers 
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21-24 



Share 
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Share 
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58. 8X 
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22.7 
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25.3 
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ATTACHMENT III 



Marlboro 

CAMEL 

WINSTON 


'Generics 
5NTURY 
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LANDS: 

SHARE OP TOTAL 

SMOKERS 
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21-24 


Share 
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Share 

Index 
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ATTACHMENT IV 


KEY BRANDS: SHARE OP* SMOKERS BY SEX GROUP 
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ATTACHMENT-V 


KEY BRANDS: SHARE OF SMOKERS BY RACE 
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October 18, 1984 


EXHlBnr NO. 

Wfc -X w# 

Oate.__ Q 

Rptr: 


TOJ J. R, Shostak 
FROM: D. S. Johnson 
REi Younger Adult Smoker Study 



§|§g§&sted, following 1 b an account of the development and the Brand Groups 
i in the Younger Adult Smoker Study. R 

HH|g| r? 8 

'ebrilary, 1964, the Brand Group identified an opportunity to optimize « H 
^^^younger Bdult position via a line extension targeting exclusively tfi — 
H|PyeBr old emoker6S\Th^s potential line extension would enable SALEM t| ^ 
first usual brjs: : ■selectors more effectively via a brand that does 

native prelfspositions. ' « g 


To develop this potent|a] 
in^ilkgpt research to p?¥w 

l^^^^at" this time, t|he' 
research (particularlyPff 
year old 

strf^rngl! were cons idereS 


Researcf 
such as; 


er th 


formal 

prthc# 


What lifest^ 
group (and 

t&M. -are th|Ji 

What are th|||g 
i.e. , collejyy 

What are th^J 
group! F® 



« ne extension, the Brand Croup/HDD began compilii^ ^ 
better insight into the pertinent age group, g < 

1 1 e d in a Dick Sordine presentation oo April 6, ec t 
|||rgnd Croup case to the conclusion that all existirf| 
^^egnentat ion Study) was shallow and inactionable « 2 

B . Traditional descriptors such an '’upward § « 

o broad to provide any tangible marketing directfiop. 

y ap, Brand requested from Brand HDD and Strategic^ P 
esearch that provided answers to key questions £ 5 

CO 

l^se^ments exist within the 18-19 year old g ^ 

• || 

^.motivations of 18-19 year olds? ®'« 

jffrations of 18-19 year olds (and quantify; gl m 

^^>-college, technical school, etc,)? ^ 

gdysymbols and cues that are relevant to the iS !ra 


To wjpelop thie research, the Brand Group worked with HDD (Brand MDD and S < 
Str ate gic Research) in developing an accelerated timetable to generate resulCs^j 
ThePN^Search design decided upon was a combination of in-house breakout of djgt£ 
on $iN|9 year olds (i.e., Tracker, NTO, Simmons, etc,), in-house focus groupg $ 
functional area, outside ’’expert" focus groups, and consumer focusS 
groups. The Brand directly participated in several of these research Steps with 
other information supplied upon completion. A total summary presentation was 
targeted for October 1 to provide the key insight for positioning development 
of BTV. 

In addition, the Brand Group also requested Esty to simultaneously pull 
together all existing research they had available, as well as a positioning/ 
creative review of currently successful products among 18-19 year olds in the 
beer, soft drink, cosmetics and fashion industry. 
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http 


October IE, 1S&- 

The final timetable developed for the total BTV 

Esty Presentation 

HDD Presentatation 

Developoent of Hypothesized 
Posltionings 

Creative Tissues on Po6itionings 
Qualitati^^^cus Groups 1 
First Ma/y|gem^pt Meeting 

I'Package/Name 



'**-;■* 
vr ;♦ 
( _ £ 




project was as follove! 
Week of 


Assigo P 
Development 

Qualitati jus Groups II and 

111 or. Re \ s 

ent Plan 


titative Positioning 

y 

0 Results 
^Results 

itative Positioning 

g Available 
rketing Plan 

Second Management Meeting—Go/Ko Go 
Decisi on 

Final Uave of KFO Results (if 
necessary) 

Phase III Production 
Test Market DTS 

If you have any other questions regarding BTV, 



10/1 


10/1 

10/22 

** 

£ 

11/5 

Sf § 

11/12 

3 5 
S ft 

11/19 

< « 
a I 

11/19 

? o 
a £ 

ee 2 


11/26, 12/10 
12/17 

12/10 

1/15 

1/22 

1/29 

2/19 

2/19 

2/26 

3/12 
4/26 
Kid-May 
please call. 


D. S. Johnson 




cet S. R. Stravsburg 
R, S, Tatur. 
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October 16, 1984 


TO: 


A, R. Cox 

G. J. Totterdale 


FROM: 


R. C. Nordine 


SUBJECT; FUBYAS PANEL 



iThe following summarizes our meeting on Tuesday. If I missed an important point. 


me know. It seems like the key unresolved Issues for the panel are: 



• What are the objectives? 

• How should it be used (and by whom)? 

• How much resources — time, money, manpower, is needed? 


Siting’ la scheduled in the New Brands Conference Rooom on Friday, October 19, 
to 3:00 p.m. yg.o discuss these questions. «t 

ion Research was the best area for managing the panj|l 
in reasons. It seemed that some of the key appl^ 3 


agreed that promot 
There were 


s would be i 
ng screening 


glc Research 



ill 

on the uaea 



g |area of Field Marketing/Promotion and second that ?&o2 


nance function (like project MD) would be needed 




c .. 

<3 .! 

a . i 

e, ! 


establish the approach and guidelines for its us^j 
ed consisting of fARC. (group sd 

ions would be submitted to a^end-user steering 
John"Shostak-^—and "Tom NOTE; On further 


a well clear it with MLO and the Directors of 
knbw what the "steering committee" adds. 


O o S 

o •« a 
0 1 * 


JU 


o 

u 

*J -S 

,■«< 1§.. 


fjere talked about in terms of the site of the panel^j £ 
^ples, females, etc.) and location. Theee questiqcs r 


panel and several potential uses were mentioned 


Listening po8tf^5w»~'gfLve updated understanding. /i-c ' - l 

f»road evaluat^O’rms4. i basic strategy, 
lyelopment of Stpeclfj le FUBYAS marketing activities — designing 


O 

U 


rj r- 



, prt 
uation Of defeflsa 
loratory resear< 
ts/perceptior|ijp 


special events for FUBYAS only. 


f£d programs. 

such as diary panel, activitles/intereats, 


U 

St 

1 

B. 


lly, the more often it is used, the more actionable Is the panel. Costs 
grow proportionately. It seems that the panel needs to be able to be 
n ways that end users want to use it. This could make it difficult to 
On the other hand. If it falls to meet end-uaer wants, It will 
not get used. 


fe :se 4her e are some serious mechanical issues that must be thought about. How will 
we find these smokers? What questions or techniques (e.g., structured 
qualitative?) will be used? How can we determine who is "verbal"? What 
incentives will be sufficient? Do we need the help of a psychologist? 
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Richard C. Nordine 

Marketing Development Department 
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October 19, 1984 



TO: 



r 


Mr. G. W. McKenna 

Younger Adult Snoker Presentation - MORE Brand Perspective 


memo provides you with the Brand's perspective on subject 
sentation. 



CONCLUSIONS 

ecause of 
UBYAS (fir 
riven the 
ubyas are 
Ircady sel 

uccess fu1 
ddrossed a 
differentia 
uccessful 
female or mil 


'hreepspurt 
hi9%p§§t3pol I 


h brand loyalty in the cigarette industry, 
|jal brand younger adult smokers) have 
celss of the key brands of this century, 
years old. Older smokers who have 
a first usual brand are switchers. 

among Fubyas are those that have 
which is a rising trend and that 
byas from all other groups, 
tend to be dual, rather than 


of smokers 18-24 were educated through 
is^ess, a trend which is still evolving. 



c 

I 



sey needs w^M^di f ferentiate Fubyas from other smokers are: N 


•f 

H 

II 




- want togp^qng to a selected peer group 

- want toHne^lieen as different from other 
groups f 

- the des jLxg^ or success and excitement 
today npr vqrriorrow 

- escapin^^P^m life through fantasy or 
f i nd i ng^r.^mance in the "Good Old Days" 

- the desPl^®to live on the edge (take risks, 
stand out in a crowd, aggressive, rugged. 
Adventurous) 

- the desire to stay young, not fall 
into a rut 

byas are categorized into social groups which clearly 
define subgroups that can be marketed to: 


2 


conforming - 
nonconforming 


goodie goodies, preps, 
GQ'S, discos, 
rockers, party parties, 
punkers, burn-outs 
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Mr. G. W. McKenna 
Page Two 

October 19, 1984 




• All groups of Fubyas admire the non-conforming groups 
for their guts and freedom. Smoking incidence is 
much higher among the non-conforming groups. 


n effective marketing strategy against Fubyas should: 


utilize nontraditional mediums - 
field marketing, special events, etc. 
use pull strategies, not hard sell 
address a rising trend 
use more^han just a product sell 
provide i ^^l nal integrity - not 
phony top%arget groups 
avoid prrce ^discounting 







jf- 

f "T" ; 


1.1 CAT I O KS F® 

^iQRE may hav^ 
subset and t lrt: 
si4| a natural^ 
Tlley desire |to 

adopt 

And which di|ii 
j|ike pink ha^ 
make them stan 
brown ciga||f 


mainstream i 
iome any hu: 


^JEfL'oDportunity for growth among a Fubyas 
ereifore long-term growth . The MORE Brand 

M with many of the key needs of Fubyas. 

, ve on the edge - take risks, stand out 
^|ver,turous. MORE automatically makes 
iSgiaternent about its user. Fubyas want to 
J|ych allow them to belong to a group 
Ter^ntiates them from other groups. Things 
PP%iked clothing, and drinking Budweiser 
n3y> ut as part of a unique group. Why not 
MORE has never been seen as a 
and; therefore, it should not have to over- 
iles\in marketing to Fubyas. 


lot only is [the trend of living on the edge consistent 
'ith the MOFfi^yi^position, it is very leveragable~ ~ 
According" analysis7 it is "a rising trend”among 

:he non-conf^TOfing Fubyas subgroups, and it is the non¬ 
onforming Fubyas subgroups that have the highest 
ncidence of smoking. 


;tf MORE became the brand for a Fubyas subgroup, it could 
^reestablish long-term growth . Since 1982, MORE has been 
i^at to declining due in part to the limited number of 
people interrested in making the kind of statement a 
colored cigarette makes. A marketing program directed at 
two separate segments could increase the potential for 
future business similar to the Budweiser approach. 

Budweiser didn't reposition the brand, it re-executed it for 
the younger adult market. Budweiser maintained separate 
younger adult versions of BUD's TV, Radio, and print 
campaigns. RM0009831 
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Mr. G. W. McKenna 
Page Two 

October 19, 1984 


IMPLICATIONS (Cont.) 



MORE could target two segments: the Brand would 
^continue to be for smokers who want to stand out 
jfrom all other individuals and it would also be 
"for a Fubyas subgroup who wants to be seen as 
different from all other groups. The older smoker 
ho switches to MORE has the self-confidence and 
aturity to make a strong statement. The group 
rovides this same security for the younger adult 
moker who Selects MORE. 










he MORE pr 
rend am ong 




signifies 
’attitude as 
interested 

conclusio 



on is very consistent with the rising 
r adults of "living on the edge." If 



er of younger adults retain this 
ge, it may increase the base of smokers 
MORE proposition. 

this analysis, and one that applies to 
ertising, is to "see things through 
s." Address the target's wants and 
ols and cues which are relevant to 
iple, MORE is a Brand on the edge, for 
stand out. Therefore, everything 
ads- : and promotions should reinforce this 
robe should make the smoker stand out 
relevant to her. 


o test the feasibility of marketing 
subgroup while maintaining marketing 
the current target. 


Continue toHmon'Jtor the rising trend of "living on 
ithe edge" and develop ways to capitalize on the trend 
if it spreads to older smokers. 

iase let me know if you would like to discuss this further 
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V/UdelLC 


ESTAJLIStiED-BRAND RESEARCH PROPOSAL 
(HDD #85-13202) 


TITLE : CAKEL Younger Adult Smoker Focus Groups 
BACKGROUND : 

„£hi^ to the growing importance of younger adult smokers, CAKEL has developed .a ... 
ilgn wtjlch 1 b directed solely toward*-this groupr Although the new 
jiaign is very different, it Is Intended to supplement but not replace the 
(sting World Campaign. 

ement has requested that the younger adult campaign be taken to focus 
s in order to obtain consumer reaction and feedback to the adB. This 
sal outlines 1|h^grpups which have been tentatively scheduled In order to 
.pllsh this task. 
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Will the new Younger Adult Smoker Campaign change the negative 
perceptions (smoker and product) of CAMEL held by so many com¬ 
petitive smokers? 
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Will the new Younger Adult Smoker Campaign be exciting, likable, 
and relevant to these younger adult smokers? If so, why? 
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What .are the. acceptable boundaries of possible campaigns? 

(his campaign, go 'too far', or is it 'too tame'?) 

w A-* ^ 

Gerry Bell, Nicholas Research International* 7 


(Does 


Will the new Younger Adult Smoker Campaign be more relevant to 
the younger adult smokers than the current World Campaign? If 
so, why? 
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1. Cycle World 
2• Hot Rod 
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National Lampoon 
5. Record 
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CAMEL TOITKCTR ADULT SMOKER rocus CROUPS 
. (KDP #fl>-U202} 
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jto the importance of younger adult Mck4ti, CAKEL ha* developed a n*M J,a' 
jrtlalng campaign which 1 a directed.aolaly toward* thi# troop. Although . 
omw-caap*igo la vary dlffaraot-frc* th* currant campaign, It m developed 
Supplement but not replace the CAXXL World Campaign. , 


IVMBt requested 
rder to obtain do 
female) oart tool 
P the ability o# 
baaa aaaeutloot^ 


plUftba Younger Adult Campaign ba taken to foeu* group* 
nuMt reaction to tba new ad*. Six groups (four male,. 
»ct»d In ordar to obtain qualitative couua*r feedback 
'ha Ada to catch on*'* attention and the ovarall appeal 
that vara ehovn consisted of tlx dlffaroot 


vltb approxim#t*lj£ thraa execution* par theme. Tba findings from tba 


group* art tv 


la tbit rapOTt. 


t&Lt? 


Saaareh, cheat finding* ara auggaatlva ratbar than 




Tb « ,$PflSif Aduk 
^end product) of rC 

S-^Tba Younger Adui’-t 
relevant to young 

\Tbe Younger Adult 

^adult smokers tha 
Campaign. ^ 

»Tba new campaigh^ 
|acceptable to yll 

IlWCS > • P 

^Younger Adult Caa 




gslgo ulll change tha negative perception* (amoker . 
■Laid try ao «i*ay competitive smokers. , . ' . 

jlslgn Mill berieved aa exciting, likable' and ■ I • i ( v. •' 
SulC laotarii ... > :MU 

, ■ . ’ i’. .<> 

| <' ■ . 

palga will ba aora relevant and appealing to younger 

; currant World Campaign, or tha Evolutionary > ‘V 


;;much farChar In reaching tha boundarlei pf what la ■; 
i adult amoker* than the curreqt campaign, 1 , 


Execution* 


I Ovarall, many of tba mala and female respondent* held sagatlva uaer and . i 

product parcaptlona of CAKEL. In tbalr mind*. CAKEL waa thought to ba a j 
iltarad, harah product, amoked b 7 older malaa. Uovever, oxpoaure to : 

^fna younger adult ada appeared to somewhat Improve tbaaa attitude#.- Thld ~.j j 
Improvement •teamed primarily fro* two characteristics 1 humor, aw) j < 

relevancy to younger adult emokara. Certain ada did convey tha mataaga 
that nun . Mae an accaptahla cholcA for younger adult amoker*) aa ,■ 

evidence, focua group member a placed low of tha ada la younger adult “ 
b'tbk-catlona each aa Watlooa 1 Laapoon and Rolling Stone . 

Some of tha naw ada did appear to capture the attention of tha reepoo-. v« - 
daotr—and yet, many fall abort la oca area. The axacutloca vara too , , / j 
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tsme" In that they did not elicit enough excitement or enthusiasm. It 
appears that there 1* still much sore room for further development among 
ithl* particular age group. 

Of the tlx these*, 'Co With It’ and the 'French Camels" appeared to 
•ttraet the most poaltlve attention, Ceneral reaction to each theme wee 
•a foilova: 

» » 

’Go With 





These exec 
the iltuac 
Focua group 
activities/ 
smokers, 
aapect of 
line, 'Co 



These* ads 
^«§bns. 
attract t 
execution 
younger age 
behind th 
the purpo 

■Welcome to 


sjwere generally liked because of the young couple, 
ey were In and the unexpected presence of the camel, 
ra could relate to the models and their 
fore, there was a relevancy for younger adult 
frailty was a successful compliment to the fantasy 
I (as represented by the camel). However, the tag 
, appeared to be fist and outdated. 


well received due to the fun/humor aspect® of the 

r\ any other theme, the “French Camels* appeared to 
respondents’ attention. The main drawbacks of these 
that: one, they may be more appealing to an even 

up and two, there la some confusion as Co the meaning 
focua gtoup members were hard-pressed to explain 
he ads). 



These ids[fel 
or clear 
oaela comhxi 
cot under 
settings, 




fhort because the "Oasis" concept was not mesnlngful 
younger adult smokers. To some respondents, the 
ed a place to come for relaxation. However, many did 
hy a camel and a pyramid had been placed In different 
antasy element was not extreme enough, and was 
therefore lost In this group. Furthermore, the pyramid bore no 
association to the CAMEL pack among these respondents, and thua the 
herltage/myatlque quality of the executions waa Irrelevant. 

'Smoke Rings* 

In these visuals, the younger adult smokers did not understand the 
connection between the ads and CA>C?L'« smoking billboard. 
Consequently, the ada appeared somewhat "stupid" and imindaoe. The 
exception to this waa the underwater billboard. This particular ad 
combined the unexpected with the unexplainable, and as a result It 
received positive feedback. However, much Df this positive feedback 
was due to the actual underwater visual and not the overall concept 
of ’Smoke Rings". 
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*r*■ »! •> ?, 

*baaa artiata' rendering* held vary little appeal for tha targat. ',*M; 

« tha rendering* vara apparently too cerebral 2a oatura, Tba ' 
humorous, '*vaat-§*rd*“ a lament of tba painting# and o t tba tag 14ft*] !. 
waa. not appreciated by tbaaa group*, In addition, tba ultra-machp 
figures only aarvad to reinforce end accentuate tba maaeuHna • 

perception^ tha brand. ' 

•; i- V 


•v d Walk ap sl 

Tba moat »u.$*pi 
did not rtMtmi 
raault, theM 

lr‘tfirs* 

barlt.ga 
adult *mok«‘ra. 

bar Area* of Ifltpi 


I i . * M.-' 

'■ ; • • "", ; ; 


ng raault of showing thaaa ada waa that tba targat v • 
tba 'I'd Walk, a Kila* Campaign of tba I960’*. Ae'e 
of tba execution* did not come across. Instead, 
ra attaaptad to nek* literal Interpretation# of tb* 
t la significant bacauaa It suggest* that CAKKL'e ! ’■ 
lllar, and t^arafora aomavhat Irralavant, to youngar 


>r*-tlon 


» Cgi#!. 
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tmwwi bon tqj&Ji* 
learning. i.ln 
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fun and group" 
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xary Campaign • ; - 

c»*p»1 gn waa coa»J.*tent with previous focua group ■■ 
yylarai, tba reaponaa waa poaltlva, Tba activities 
IP|avolutloQar 7 ada were ralavaot bacauaa tbay daplct '• 
SsgJ: 1 vi t y, both important elements to youagar adulta. 1* 
Sr tba group*, tba Evolutionary Campaign appeared to b* 
'll not aora, than the Youngar Adult Campaign, , 


2• CAKEL Pacba^^^od Trial • , j ’ 

To thaaa smokers, tba CAKEL Pi leer* pack la symbolic of tbalr 
negative p|il£p|oaj of CAKEL. Tbe yellowlih pack color and tba . ■ I 
deaart acegaJ a^iggaat that tba product la old, atele, hot end herah, I 

Tbe wblterp^^^^iar CAKEL Ligbta packaging waa batter racalvad. J 

Focua group member* vara alao quick to point out tha negativa J 

connotation# of 'CAMEL Taata*. j 

It la important to oota that trial conalataotly avokad surprlaad 1 

reaction* that tba product (both filter# and Ligbta) waa not ••. 
atrong and harab aa waa expected, In fact, easy enjoyed tba 
product's taata and dallvary. Thaaa poaltlva reaponaa* In trial ' j 

Indicate that CAKEL'* problem# are not due to poor product, but t j 

rather to negativa uaar Imagery and mlacooceptiona that CAKEL baa : 

only tha ooo-fliteral style, however. If the brand could stimulate , j 
trial among thi* group of competitive younger adulta, tbaaa amokara 1 

would aaa that CAKEL'* product 1* lndaad acceptable, lb turn, thia V . 

would telp ovar en m* thaaa negativa perception#. '! 

5* 'LaI CA KEL Taka You to tha Hovlaa' Promotion * 

■■■' 1 1 ..— 

o 

Essentially, younger adult* liked tha concept behind tha promotion i . ® 
knd arpraaaad aagamsaa to participate. They did, however, bva* o> 

aaxed t«*ltn«a about tha overall creative aleAabt Of tbi* particular , , „ ^ 
vlaual, -v 
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RISES: 




of CAMEL'* negative io~market perception* aaong younger Adult*, • 
iffn directed toward* the* suit be very appealing and at isolating, aa 
eye -catching, . While the at younger adult adt appeared to *ov* the 
o the right direction, the ad* did not wove the* to the oeceaaary 
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the target gro' 
rlly that thl* 
*l'd Walk A Kite 
aaaoclated wlt 


of overall ap 
fantasy *ix. 

■yModel# their own age a 
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not appaar to.have quit*_£he leverage 
war earlier preau»ed. The reaaon for thia 
pup la too young to ret*eober earlier 

'amoklog billboard, the caiael or any other 
and. 

unger adult ssoker# appear to like a 
!1t y eleaent encoapaaae* factor# such aa 
ltles the respondent could participate or 
include# acenea that are either unique and 
ldlculoua. 
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d# are directed toward# their particular age 
s\jt ionary Caopeign has a sooewhat wider range 


Adult Smoker CJ^^l^gn'a departure fron traditional CAMEL 
la a aigolfica&t Improvement due to It# relevancy to theae 
kera group, T tiT’ae’T^ a 1 execution#, however, fell abort of 
the extreme rca^tionWwhlch are needed in order to change current 
of CAMEL. Pur 11 ve exploration of advert 1 teaenti could 

fore dynamic andy^y^gjive Younger Adult Campaign. 
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FRANCE 


197; - 1979 : j CREATIVE SOLUTION 




TO THE 1976 LEGISLATION/ THE 'FUNNY CAMEL' GRAPHIC 
RED AS THE BRAND'S TRADEMARK EMBLEM. ENABLING 
CONTINUITY VIA AGGRESSIVE SUPPORT FOR BOTH CIGA- 
GHTER CAMPAIGNS. 


Camel 

compe 

USER 



AT1VE EFFORT CONTRASTED SHARPLY TO THE BLANDNESS OF 
ADVERTISING AND CONTINUED TO REINFORCE THE BRAND 
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FRANCE 


CAMEL FILTERS 








’ fefcsJjgjS^ ATlONAL SOCIAL AND ECONOMIC EVENTS HAD LEAD TO 

CHANGES HLp EEDS, WANTS. ASPIRATIONS AND VALUES OF YOUNG ADULTS 
IN THEplffPPbOS. 



Whilst 
image.| 

MARGIN 



IOR0 HAD DEVELOPED A BROAD AND WIDELY-ACCEPTABLE 
RESEARCH CAMEL SHOWED TO HAVE BECOME NARROW AND 
ITS APPEAL TO PRIME PROSPECTS. 


, From autumn 1979. Camel Filters started losing imported 

CATEGORY SHARE, 
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CAMEL FILTERS 


T \ 



FRANCE 


1981 - 1982 ^REPOSITIONING 1 


FROM 




TABL1 SHED ITS VANGUARD POSITION WITH RESPECT TO 
N OF LOOPHOLES IN THE 1976 LEGISLATION, AND 
NEW APPROACH IN THE USE OF IMAGE TRANSFER TOOLS IN 


81, THE BRAND COMMUNICATION STRATEGY COMPRISED 


EDITIONS (MAIN CARRIER) 
TERS 


- CAM&fc-L^HTERS 


u» 

o 

cn 

*sJ 

O) 

8 

A 

tn 


, WHllS^mAREMENTATION OF NEW ADVERTISING HAL TEE S.O.C, LOSSES 
AND TRACKING RESEARCH CONFIRMED POSITIVE IMAGE SHIFTS, THREE 
FACTORS WERE RETARDING FURTHER GROWTH : 


- Residual strength of former Camel image deriving from the 
SUCCESS OF 1973-1979 POSITIONING. 

- Dependence on the synergy of a highly complex copy 

CONSTRUCTION. 

- Significant increase over 1981/1982 in competitive marketing 

AGGRESSIVENESS, LEADING TO DILUTION OF CAMEL COMMUNICATION, 
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FRANCE 


CAMEL FILTERS 



1M5- 198^ j REPOSITIONING I 
CAMPAIGN COPY 



LY ACCELERATE THE REPOSITIONING OF CAMEL FILTERS BY 
CLEARER AND MORE COMPETITIVE APPROACH TO COMMUNICA- 
INTERNATIONAL COPY STRATEGY, 



APPLICATION OF 1976 LAW AND/OR FURTHER LEGISLATION. 


- Probable two years lead-time from initial prosecution to 
effective (appeal court) condemnation, 
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FRANCE 


CAMLL FILTERS 


1985 - 1981J ! REPOSITION I NG II 
CAMPAIGN COPY 


COMMUNI( 





OF MEDIA INVESTMENT (2/5) TO NEW CAMEL LIGHTERS 
NG INTERNATIONAL BOB BECK CAMPAIGN : 

RY COMMUNICATION 
N OF 'PACK-SHOT' 

LIGHTER AS A BRANDED TOBACCO-RELATED ARTICLE IS 
TED" BY 1976 LAW 

YCHOyOGICALLY CLOSE TO SMOKING ACT• 

uted via Tobacconist trade (sales force POP 


HTERS WITH NEW ENRICHED CAMEL FILTERS COPY 
jBUNDLE WRAPPER EMBLEM 
l IMAGERY COMMUNICATION/COPY FRESHNESS 
NERGY WITH LIGHTERS 


MEDIA QUOTA NEED 


. Maintain Expeditions at minimal support level as first fallback 

1TP : 

- "SERVICE". NOT COVERED BY 1976 LAW 

- REINFORCEMENT OF "ECONOMIC VIABILITY 1 ' DEFENSE 
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Produced to Federal Trade Commission pursuant to subpoena 
dated June 6,1997. 








FRANCE 


CAMEL FIUtRS 


PROGRAMS -. 

, iNCREA 
FIELD 
% SPLI 




1983 - 1984 ^POSITIONING 11 
SALES PROMOTION STRATEGIES 


INVESTMENT IN DISPLAY/MERCHANDlZING MATERIALS AND 
ING/SPEC IAL EVENTS ACTIVITIES... 

- 1982 « 79 : 21 

- 1983 ■ 59 : Ml 

- 8RQP * 5S : 45 



HIZjA 


sr-wl 




, ModificA 

FOCUS 
MAJOR 



OF NEW SALES FORCE MATERIALS WHICH ARE... 

IMPACTFUL 
“jCLEARLY BRANDED 
^CAMPAIGN-ORIENTED 

OF REGIONAL SALES FORCE STRUCTURE TO OBTAIN 
F/ORT ON OPINION-LEADING PARIS REGION AND 55 OTHER 
CONGLOMERATIONS WITH POPULATIONS OF 100 000 *... 


- 1982 

- 1983 

- 8U0P 


Note reduced coverage of rural areas and central France, 

Reinforcement of local and seasonal sales programs 

EXPLOIT OPPORTUNITIES TO GENERATE ADDITIONAL VOLUME,,. 

- SUMMER/VitNTER RESORT DRIVES 
“ KEY ACCOUNTS 

- BORDER SALES 


Paris 

: Provinces 

21 

: 79 

35 

: 65 

35 

: 65 


WHICH 
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FRANCE 


CAMtL FILTERS 




1983 - 198H REPOSITIONING II 
SALES PROMOTION STRATEGIES 


. Expansion of Camel Off Road Driving School tool as base for 
MOTO c|^^^PONSORSHIP, CURRENTLY COMPLETELY DOMINATED BY CAMEL 
iSPi'%L,j£G£NT Marlboro attempts to enter, 



Jtocf 


INEMA FILM DOCUMENTARIES, 



. CONTIffgffjON OF DISCOTHEQUE SAMPLING PROGRAM, 


, CAMPAIGN FOR CAMEL LIGHTERS. 


to Marketing Department organization to ensure 
EFFICIENT MANAGEMENT OF NEW FIELD MARKETING ACTIVITIES, 
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FRANCE 


MARKET OVERVIEW 



rjrtf business statu s 


- France 



s 2nd largest E.E.C, market, 


GN1F1 CANT ESTABLISHED BRAND FAMILIES IN FRANCE. 


ABOVE-THE-L1NE MARKETING INVESTMENTS WERE CUT 
p Ml ^98IT CONTINUES TO STEADILY INCREASE IN SALES VOLUME 
jTUS llfl43UNG ITS MARKET SHARE AND SUFFERING ONLY MARGINAL 
IMPORTE^oOuloSSES, 


Since fPSUr^ALL marketing efforts and resources have been 
FOCUSSE^-™6*^ SUCCESSFULLY COMPLETING THE CAMEL FILTERS 
repositioning 



This ha^^^.ted in,,. 

, ACCELEMkl^ MARKET SHARE GROWTH 

, TURNAfmircn following 1981/1982 imported category share 

STAGNATION. 

Over 1983, Camel Filters was the fastest-growing brand in the 
lop 10 (TOTAL MARKET) AND HAS ACHIEVED MONTHLY GROWTH RATES 
HIGHER THAN MARLBORO DURING TWELVE CONSECUTIVE MONTHS (05/83- 
04/84). 
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March 5, 19S5 


EXHIBIT Na 

Wtt -AJ&k 

Date: Oftl 
Rptr: _ 







BJ£CTs 


Mr. J.jg^p^tebrenner 
RJRT/&r#hd Management 

Tunnvl 1 '^‘eribh Camel He*Ion 



hi* 1* to advisb thaSwe have no problem with TC using the design of 
he "funny" CemeJ^f#* In the past In France for T shirts and Itghter 
remiums. We alf^Jmcreclate your consulting with Tt before proceeding, 




I have requested, 
t§r you. Howeve? 

|the enffl%iadveTft 

.geared i'vvsfhls e« 

tlroe^wh^i^fhe ytfl 
*as the university* 
Societal values^ 
Camel brand went 
if ranch lie. And g 
In using the deal 
^Additionally, the 
of the brand thi^c 
■which Is the br» 


*ur rarls office to provide some background Information 
pfFUjst caution that this design was used In France 
yyyattempt was being made to "youthen" the brano; 
and promotional campaign used at the time was 
with the "funny*JJamel playing a key role In the 
►JOhe design did help to achieve this end, but at a 
fgiPlfranchlse became associated with such activities 
s end car burnings on the left bank. When 
ed to a more normal and status-quo basis, the 
i utfem lth the militaristic and rebellious views of the 
Pfor this reason, there is Implicit a potential danger 
PH«nd we want you to be aware of our experience. 
re^4s a perceived potential downgrading or mockery 
jgh use of this design which makes fun of the syntiol 


.For the above r^^pll while we have no problem with TC using the design 
|for your own pu y.-oies, knowing In advance our experience with It, we 
iwould like to ripllliitHat the design does not eppear In any advertising 
or promotion which might bleed into International narkets and that It 
}be limited to premium licensing only for distribution in the United 
^States. To put It bluntly, we do not want to see this design inter- 
.nationally. 


.1 will forward the French "write up" on the design as soon s$ I have It. 


James S. Carpenter 


JSCjpnd 


cc: Hr. P. 0. Moult 
Mr. fi. t. Caufield 

Nr. S. P. 8rown - McCann EHckaen, New York . 
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[MANACEHEHT SUMHAR^ 

CAMEL YOUNCER ADULT FOCUS CROUPS 




PURPOSE : 

1 s. Report eui 

mm » CAMEL Ydui 
“Ap d d 1 e Aaertci 
it Coast marl 

gjftdCKCROUND : 

Cakel l* currei 
■N^hl ch would ap| 
Kl|f! v»nt and p( 


PiMrlxe* HDDJ a obiervit I one md outgoing hypotheses 
f* r "^d u 11 Focu* Croups in Kansas City (an average 
>’*yi»^ rke t ) sod S»n Francisco (a highly developed. 


ursulng an alternative creative strategy 
o younger adult smoker a in a way that la both 
ally conalatcnt with CAMEL. 



5SEARCf 


iJECfP 


T 3 


The of I 

S levanee among 
th CAMEL. V| 
ovlded, focus 


I n d 1 v 


fj • 

: 



|roupi< wa a to explore topi m of believed 
|o year old smokers and their potential fit 
lit lsuli in the form of CAMEL ads was 
on three selected ires*; 


| s a / Independence 


Social Ixc^t eicnt / Stull Relationships 
CAMEL p^iftsr ltsge/Pack Craphice 


[MMARY OP OUT<50I>JC^HYPOTHESES AND IMPLICATIONS: 



"Independence" to a potential area of relevance but oust not 
suggest lack of goals, financial means, or friends. 
Independence for 18-20 year oldi Is moving out of the houae 
and making enough money to have a car and party. 

Individualism is really the essence of CAMF. L. in that people 
who aaoke it are making a ititenent of heing "themselves", 
not a Marlboro follower. But that Individualistic Image haa 
some very rough edges, and at the limit is even anrl-soclal. 
Ways will need to be Identified, therefore, to exploit 
CAMP.L’s somewhat "counter culture" Image in a pneltlve way. 

Social interaction is very relevant In that it represents the 
end goal at thla tine in younger adult lives. Anything that 
suggests a loner or frlendleea guy, therefore, ia 
undesitable. 


R.M0005760 
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This generation takes sexual relationships very casually 
(although respectfully) and finds the whole Ides very 
Inconsistent with .CAMEL'S older, more conservative Image. \\ 
la, therefore, an area that la not only relevant but could 
give CAHEL tihe drastic change In Image It needs. Any 
depletion or, j^^iea t Ion of couples, however, cannot be too 
literal (ItV^P^sn ‘ad for. a diamond) nor <n sny way demeaning. 

SCAMEL does n^ t^r eja lly have a "herltoge” among younger adults 
as such. Tthat It has been around a long tine and 
never chang e : d 1 1 si pack makes It genuine (not faddish) among 
those personally|p? are Individualistic enough to use It. But 
nostalgia f 0 year olds tends to revolve around things 

they theseel n remember. 



Jhe CAMEL paSETnfges Is central to the brand’a Image but It hae 
n e g a a s basls^^ a a positive connotations. Its positive 

a a a o c|rj~ini ° n el lowness should be exploited In a way that 

1 s r n t 18-20 year olde today , but the foreign setting 

as # i^^a h o d o wnp l ay e d - - a a it "le associated with being 

somewhere at^'rango^ where you do not belong. Traveling to 
exotic plac be In younger adults' future nsplratlone, 

but la not vT'b^jTc their current means or fantasies. They are 
only lnteres n the time being In dealing with "here and 





mk^m •. 
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a n < a e City va 
l d d l e Ame r 1 cfa n 
extremely high 1 

would be expec^d 

two ma r V* t 
e««8 of r.e 1 <vjaji 
Ittct t h ci 



C AMEL YOUNGER ADULT FOCUS G KOUPS 
(HDD #85-13210) 


hi* iuiii r1tek HDD'• oblervitlonl and outgoing bypothesei from 
he CAMEL Y o u njf qJssgKd u 11 Focus Croup*, conducted H»y 13-16 In 
an*** 'City a rsi^p% a Francisco. The purpose of the group* wa* to 
rovlde McCann- Er Lek ion with creative direction for CAHEL Younger 
ult *dv«rtIt va* accomplished by exploring topic* of 
Ileved r e 1 e vbdSts&rftssI* n d their potential fit vith CAMEL. 

cted for it* representat i on a* an average, 
market. San Prsnclacn va* selected for it* 
development and West Coast mindset. As 
perceptions of C A H Fi. were quite different in 
t reactions to the ad concepts and potential 
were similar and the takeaway for creative 
was consistent. 

lODOLOC Y : 

pursuing an alternative creative strategy 
o younger adult smokers and thus position 

among target 18 — 2 year old males. These 
ted to the lower end of that age range--1 ft-20 
t ? y p e a of discussion format* were used: 
pe , mini groups of three friends, and pe 
s. (Por additional detail on screening 
oup composition, see Attachment 1.) 



*A H E1. 1* curr 
£h I c h will a p p" 

1AME L c on pe t l 
froupi were r 
year oi d a . Tier e e 
Standard focusf"gTo 
jne-on-one In tse r v 1 
|equ 1 rcoent* 



cCinn suppil 
ds, some of 
hotographa . 
hree targeted 


far lety of visual s tIrani t In the form of 
[were tight drawings and others of which 
ids were used to stimulate convera a11 one 
areas of potntlal relevance: 


• 1 n d 1 v 1 d u a 1 1 a a / I nd e pe nd e n c e 

• Social P. xeltement/Sexual Relationships 

• CAMEL'S Her1tage/Pack Craphlcs 

Prior to exposure of the ada, respondent* were probed at lenRlh 
as to their lifestyles and aspirations, reasons for smoking their 
usual brand (almost exclusively Karlboro), and attitudes toward 
CAMEL and Its user. The second hslf of the dlscuaslon was then 
based on reaction* to the various ad concept* shown. Those ads 
are listed and described In Attachment 2, 
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lffitylt/A»plr«tlon» 



e«e younger ad u 1 
h o o 1 or had be en 
gQtng to coj 
<Mur« to de 
ur year* of 
d f ound o c he 
an pie, pi a nn 
fort —and th 
chnlcal acho 
e n 1 ne c eeo y 

’ 1 ' ■ a mec 
iy end g o a 
•nr..C..hjf ng . 



i*the 



Id : 



" I h a v e 
around a l| 

^vtn those g o 1 n 
' t off t he h 

" I figured?" 
then when 



ta were either preparing to graduate from high 
put a year or so, and none had arty Intention 
Thoae-ln Kansas City clearly felt under 
What to do with their llvea, and not having 
e during which to poatpone the declaton, they 
oua excuse* for "buying time". Several, for 
“go back to" lone place where they had lived 
ide. Soar were going or had gone to a 
t thla was not necessarily their end goal, 
d sechinlc, for example, aaldr 


because I do it well. Rut that's not 
| don ' t want to he a mechanic. I'm still 


Job in a bank, 
and aee . , ." 


Then T might travel 



to the service were lust looking for a 
ir awhile. 


way to 


the service for 
I'll buy a nice 


a few years 
car." 


And 



e responden t|tedfs§e*| San Francisco were also obviously hiding 
lot , but the y'tfi c less compelled to come up with firm 
retentions fo ahort-tero. Their goals wore more subtle 

hey were a or «lr<H^lc tent to talk shout them, brushing It off 
I'll figure It out one day". 


for 

and 

as . 



In spite of any claimed searching, however, these younger adults 
ere aost preoccupied at the present with "partying" and friends, 
he future waa something they would deal with later, when 

eseary, but for the tine being, having a good time was the 
y real goal. Being independent, for these younger adults, 
therefore, meant making enough money to move out (of parents' 
homes), have a car, and party. In Ran Francisco, Independence 
additionally took on a sixties flavor, with outright rejection of 
traditional values and the need to emulate or do better than 
one’a parents. Individualism was not really an aspiration, 
however, since belonging within a circle of good friends was of 
utmost importance. Therefore, any positive expression of 
Individualism for this age group would rued to be within the 
context of a group of friends who are "themselves", not a single 
social outlier. 
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* were slightly different for many of the younR women In 
their current goal of having a good time would lead t hea to 
heir ultimate .goal: finding che right a«n to rake care of thea, 

were not aa put upon aa the aalei , therefore, to preaent 
r current atar.ua aa a temporary situation, or to apeak In 
of tearchlng for what thay "really wanted to do In life". 

k. 

a r 1 fao r o ? 

he dyed In tjhe woo 1 Marlboro eaokere (which included elaoit 
eapondenta ljn-^a-n^aB City), there hed never been any 
Ion aa to wh|y^|y*jknd they would note . 



Marlboro mat 
They advertli 




' \" l t ' • the 1 • • JL^P^ 1 t * a not too atrong 

S:m 


;arettee, period." 

■e than other clRerettee do," 
oke Marlboro." 

ody aaotee, You gotta he cool," 

, t Juat aald, 'This oust be the one,* 
[can cigarette." 

Not too weak." 


wiw a w wiS 

an Fr a n c 1 a c o j ho ve’v e r , they liked the product but found the 



e of the MarFbor a'^m an to be matwht! hokey. 
ondcnt 1 a u g h i 


lintol letted, one 


In Kansas," 

was driven by the fact that all their 
r fool o, and not only was It a question of being 
group, but It elaplI fled the bumming and sharing 


>Ss?is;, 


"They oust 1 ^ 

u tj their pure ha i, 
ends smoked Hi 
of the peer 
lgarettes , 

Not C A M F L ? 


n Francisco, respondents were 
oro as a very similar type of 



prone to group CAMEL with 


cigarette. 

of people who smoked CAMEL, moat had tried It, 
It regularly on an occasional basis. hut they 
harsher, though not necessarily stronger taste 
switcher* seemed to Imply they liked CAMf. I. but 
smoke It on an extended basis. 


They knew plenty 
and several used 
all perceived a 
, and Its potential 
Just could not 


In Kansas City, It was a very different story. In middle America 
(a.k.a. Harlboro Country), 1R- 2 0 year old* were going to smoke 
what their friends smoke. Many knew no one their age who smoked 
CAMEL, end when they did. It was always someone "different In a 
pejorative way. 
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CAtlEL’a pack graphic* did hold a certain Mystique for the San 
Pr«|ncl»co respondent*, who considered it Mellow, low key, end 
tie* But.that *ai* package was largely responsible for the 
egatlve product and user perception* the brand had among the 
contorting Xanaaf City reapondenta. 

The. CAMEL product had overyhelalng perceptions of being a Strong 
'ah, 'rot gut* t^c Igarette — even aeons those who knew It cise In 
tered and 11 ylea. These Irrational strength 

eptlona a e e reinforced by the forelgnnese of the pack 

^foreign c 1 g ar eirt ea a re strong") and the association with 
^leh tobacco a strong, like Turkish coffee), 


only did t hei 
dj* ra", "grm( 

!r early"; but; 
a turnoff to Kan| 



gth perception conjure Images of "Harley 
nd “someone who dropped out of school a 
|>n-Am e r 1 can look of the package and name was 
t y i t e a . 

s' negative perceptions about the CAMF, L 
ycrt directly transferred to Bob Beck, They 
but not really having any purpose. He 
place they had neither the means nor the 
ip bvlcutely he did not share their need for 


have to 
part 1e r 


to 
o r 


a long way to sue hit 
he wouldn't be there. 


however, found him mellow and laid 
but not particularly "adventurous". 


you don't do hy yourself," 
elf In the middle of nowhere." 


"One guy gallivanting 
for a living?" 


around the jungle, ..What does he do 




|n though they were somewhat intrigued hy the Idea of foreign 
1'vel and trying something new and erotic, It was not something 
t y had the means to do now (“maybe someday"!. And In both 
the direct connection between the CAHKL pack and the 
Middle East was negative, aa It la currently perceived as a 
dangerous and overly traditional place where no one would want t 
go . 
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_ Marlboro tin, on the other hand, vat someone they all could 
'identify with, He'a "made In the U,S. A," and he haa a purpose, 
working -for a day 1 a pay, after thlch--llke thenae1vei--he 
relaa with aoae frlenda and have a few beera. Cowboya 
ltlonally have a Jive for today a.ntallty that la very 
aling to you r adulta, and they ran, therefore, very t ai 1 Ly 
c h,e a a e 1 v e a 1 p 1 a ce . ■ liu t •• ada 1 . t ed l~y , the Marlboro nan 

definitely " o ptlghc” by San Francisco teraa. 










Kansas Clt 
eptiona of C 
had aeen sa 
"I It, A co 
lfled that 1 
ra«pler'--but t 


ranclsco rej 
W? d C a n d 3 

r n a t lining r a n | 

, 1 a ipi^ c k , , 

el 

; ture fmagk t hi 
galnet the 1| 
pie, a a i d t hi 
L because that* 
he vii 'doll 



ondenta admitted that their negative 

lght have been err ineously based on people 

It, they were not billing to even consider 

f sen who occasionally buy CAMEL BlCIP'a 

ery similar to Harl 'OTO^-Only 

ey did not like to le seen smoking It. 


rnta, on the other ha id, knew people who 
lore likely to conalier It an acceptable 
their cyee, the CAM! L smoker tended to be 
not needing to "make s big deal about 
the West Co a a c , CAMEL has a counter 
as far it suggest Ini someone who has tufi 
Jne former Jailbird In the groups, for 
in he went to prison hi stopped smoking 
tsuld have com-iunlcated to the other Inmates 
■ d time". 


TICKS TO 


r different 
■ependence we 
Idea of takll 
presented 
o . 
re 



,PTS : 



And "Cow tfo y s"*^d cplcud 
a lineup of look alike 


dressing some area uf Individualism or 
|wn, "Hitch! her" and "(in The Road" expressed 
f and going wherever you feel .ike, “Miami 
iceman or detective as u potently* American 
the CAM! 1. araoker a a the In '1 vidua 1 
(Marlboro) cowboys. 


Hltchiker reinforced the Kansas City respondents’ negative 
perceptions of the CAMEL user a a a burnout or loser. He wai 
obviously unemployed and aimless, something none of these 
ounger adult respondents wanted to be. 

"He looks lonely and has nothing." 

"To be Independent he would have to be In s car. 

Hot walking.' 

" He ' e not going to get anywhere walking." 

"Would you want to pick hire up’" 

Although lesa negative of a concept among .tan Franctscane, 
they con saw him as a drifter with no real plana. 
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On the Road was leaa negative In that the nan had a car, and 
it did appeal to the natural deaire to pick up and go. But 
• till It va.i not reality for the goal-oriented Kanaae City 
realdenta, and aa one reepondent put It, " 11 ' a not really 
even a good fantasy," It could be too that the image of 
•oatone "leaving something behind, taking a laat look" via 
replated a a h I r, g t.hay did not yet .want to deal with. 

At for the San Franclaco raapondenta, they found the Idea of 
kicking off^Ver'^ relatabla (aoat people left or ended up In 
San 'rand ase o^fby| bumming around), but t h 1 a particular 
execu ‘ Ion capture for them the "free aplrlt" aspect 

it via I nteadedJto. 


an ahown relaxing with a cigarette vai 
* t he represented an adalcable person with a 
w s o they could Indeed Imagine smoking CAMEL. 

1 l,n C Fa a. wood type." 

ontrol, but ia n good hearted guy.” 

Ike « Karlboro man." 

he the type 0 f guy whu would saoke CAMEL." 

' K e * a th e r a 1* like the cigarette." 

“he ) aokli l Ike he's struggling. He's not rich like 
the C an." 

Me seeaa, therefore, to be a viable concept for fur.her 
exploration, but with some hesitation: He does not b’eal 

directly to 18-20 year olds here and now and he reinfo.tea 
the brand's perceptions aa a strong, harsh cigarette. a’ so , 
in San Franclaco he was often suspected of being a narcoti”. a 
agent (or "Mare"). 

C o w b o y a va e rapidly dlamlaaed se ft putdown on Marlboro ade" 
which ’aaya nothing positive about CAMEL”. And respondent* 
alao did not particularly appreciate the Implication that 
Marlboro smoker* are boy* and CAMEL anckern are sen, 
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Isnt x ad concept.! were shown relating to aoclal or peer 
re|a tlonshlp*. “Pool** depicted sale comraderfe. “Car Windows' 
a nostalgic (fifties) view on two Ruya acting craty and 
ogling girls. And the rest (Blouse, Hnttreaa, Jeans and Class) 
C«stj pie) all suggested aexual relationships. 






Boo 1 was a rii 
and sharing 1 
experience" ,g 


psP^ed version of. three young sen playing pool 
■ soke . It bore the headline, “share the 


The way the ; i8^ 
even gays fo a < 
negative In 
positive, s e |gfe|isj 
nice girls, ;g"et 
line, the d r||g§^| 
^ "with roots; p^i 

woulf^^joke Mb 


|ere drawn suggested CO types, preppies, or 
ge of the sen, This CO look was especially 
Francisco, But the fesalcis were sore 
|the» as "clean cut guya“---“the type who date 
rarrled, and have families". But bottocs 
|a looked like college educated professionals 
ited") and oot at all the type person who 




As fbr the l$re§i of gale cootidfrlr , something was lacking In 
t h^^^t 1 ctp^H^d . PI rat of alt, the third guy would have 
aore likely; been S a female (although she never would have 
accepted a (^S^ . Secondly, the picture would hive been 
aore realist! t h a pitcher nf beer to It (“We always drink 

beer while ^p^^Pay pool"), and "no one eat lei when they’re 
given a c t g . But oost Importantly, the headline was 

overkill . 

“An e x i^gags^pn c e Is something I I ke lumping oot of a 
plane,foot' playing pool." 

On 'he pOBlflsIe jildt , however, the Idea of sharing CAHEL with 
a friend su e d a good cigarette, 

“Tw" people are saoklng them, they suit not he aa bad 
as I 'hought,' 




“They au't be pretty good If he's sharing them with 
f r1e nd a . “ 




'It s«ke« th<. cigarette look hotter, like you might 
isohe It." 


Theae last three comments were from Kansas City women, who 
tended to be the most r >eletant to the Idea of ever smoking a 
CAMEL. But the idea of haring a clRarette with frlende, or 
smoking the same brand as someone you like. Is a very 
relevant thing among 18-?0 vear olds. 
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ATTACHMENT 2 





Ifn of He levtnce 


d1v t d ual l*»/ 

dependence 




fbc i » l Exc l teme^ 

■ft Relatlonthl 





0*% | 

issmbd 


Ad Concept 


Hitchikar 

fc r\ice Springsteen r a backside in T-ahirt 
and jeans with CAMEl. pack In back 
pocket . 

On The Road 

- Conwer 11b 1 1 stopped on aide of road. 

Cuy (coking. Feaalr stranger walking 
toward car, 

H1 a ai Vice 

- An atteapt at finding an American hero 
alternative to the cowboy, a policemen 
taking a break. 

Cowbo ya 

- A dig at Harlboro, showing the 
independent CAMEL minded cooker before a 
at ring of look-alike cowboys. 


Pool 

- Three salt friend* playing pool And 
sharing their CAMELa. 

Car Win dews 

- Two young adult males hanging out the 
window* of a fiftlee-type car, obviously 
ogling girls and acting ertiy, 

Blouse 

- A girl buttoning her blouse while Dale 
friend takes a cigarette break. 

Mat t re aa 

- Edge of bare aattresa and box springs on 
hardwood floor. Crucpled Jeans and 
ashtray with two CAMEL clgarettea (one 
with lipstick on filter) In foreground. 

Jeans and Classes 

- A "simplified version of aattresa, 
showing only cruapled jeans, sunglasses, 
and a CAMEL pack. 


CAMEL Heritage/ • T-a h 1 r t 

Park Craphlcs - Sweaty, muscular *rm with CAMP.L pack 

rolle'd up In T-ahtri sleeve. 

• Caasblanca 

- Man alone In tiled-wall coffee house, 
with window view on minarets and ethnic 
crowd. 
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